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ADVERTISER'S WEEKLY 


Talking of... 


MECHANISED 
SCREEN PRINTING 


Cheose— 
DISPLAY CRAFT Lro 


88 ACRE LANE, LONDON, S.W2 


Schoolgirls “Collect” 
Sales Literature 


Do you want to rid yourself of 
some printed literature? If so, the 
Schoolgirls’ Exhibition, open at the 
New Horticultural Hall until June 
3, is the place for you. An average 
of over 6,000 schoolgirls have 
passed through the exhibition 
every day since it opened on May 
24, and take up all that is offered 
When an Apverriser’s Werekty 
representative visited the exhibition 
last Thursday there was friendly 
competition between visitors in the 
collecting of free booklets 

Exhibitors, on the whole, were 
pleased with this tendency An 
officer on one of the Services 
stands sakf she expected to distri 
bute well over 1,000 booklets a day 
“We welcome the opportunity of 
giving the girls something to take 
home to think about,” she ex 
plained. A large number of stands 
were devoted to recruiting, for the 
services, nursing, secretarial col 
leges, Girl Guides, for other organ- 
isations and for careers 

Sales were also going well 
particularly on those stands where 
mexpensive toys and gadgets could 
be obtained 

Several publishers were repre 
sented among the 46 exhibitors, 
including Norman Kark Publ 
cations, who shared with the 
Itaba Conti Stage Schoo! (which wa 


featured in the current issue of 
Bandwagon) 
Organisers were J. P. Good 


(Exhibitions) Lid 


Neon Sign Turnover 
Up 100°, 


Ever continuing 
work in our 
ment” was referred to at 
twelfth general meeting of Br 
liant Signs Ltd Total turnos 
for the first three months of t! 
year exceeded that for the co 
ponding period last year by 100 
per cent 


iIncrcase 


neon sign d i 
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Motor Journal 
Gives Data 


Sin,--May I add my approval 
of the main points raised by Mr 
J. H. Miller-Wheeler in his article 
(May 11) “Advertisers Need More 
Circulation Data from the Tech 
ycal Press.” I can only endorse 
the letter (May 18) from Mr. J. V 
Collins, of Motor Commerce Lid 

In his letter, however, Mr 
Collins makes certain statements 
that may be open to misunder- 
standing. To avoid any possibility 
f thes, | should like to draw atten- 

mm to the fact that Commercial 
tchicle Users’ Journal became a 
nember of the Audit Bureau of 
Circulations early in 1949, and 
was, | believe, the first publication 

the motor industry to publish 
(in tS March 1949 issue) the 
actual sales fieure for which a 
certificate has been granted 

In fairness, I think this fact 
ild be placed on record as 
ence that contemporaries of 


Motor Industry sometimes even 
tuke the lead 

Finally, Commercial Vehicle 
Users’ Journal always gives the 


sdvertiser the benefit of an 
nalysis of its readership 

W. HUBBALI 

Managing Director, Harlequin 

Press Co., Ltd 


So Copytaster Is 
Only Human 


Sie.-1 am uncertain whether 
| to retire into 
y Vr a corner and 
\ cry my eyes 

<- \ ta 
ee ’ out in sym- 
\ > ee fy pathy with 


the artist, of 
\ jump for joy 
at the dis 

covery that 

lo p ytaster 


» a (May 25) is 


only human 
\ y after all! 

' f I rather 
ty } think the 
we | artist's ob- 

| servation 1s, 
our ¥ in this in- 
vce, more accurate than his 


critic’s. The figure in the Shell 
advertisement is correctly drawn 
and is not deformed. 

The very rough sketch here- 
with demonstrates the pose quite 
clearly 

H. W. JACOBS. 
Director, C. G. Cox 
& Partners Ltd 
3 Princeton St., W.C.1 


“ Quality ” Defined 

Sik,—-What has Copytaster ("A 
Question of Quality,” May 25) to 
say to the following: 

Concise Oxford Dictionary 
Degree of excellence, general ex- 
cellence (has q., is excellent). 

Chambers Twentieth Century 
Dictionary: Superior birth of 
character. 

In face of this does he still 
insist that the word “quality” is 
‘quite incapable of suggesting 
goodness .. . high value, or any 
other desirable attribute”? 

NOT SNOOTY. 

(Name and address supplied.) 


Western German 


Advertising 


Sin,—With regard to the letier 
from Mr. Frank J. Levens (May 
11) | must apologise for the error 
in my article, which described the 
millinch rate of Die Wels at 5s. 4d. 
This obviously should be 5-4d. 

As regards the circulation and 
price of the newspaper in ques- 
tion, the figures quoted by me 
were given to me in Germany by 
a space broker during March. | 
have since been in touch with the 
same space broker and have 
asked him for the latest figures. 
The circulation he gives me now 
is 430,000 at the same rate, D.M 
4°50, quoted by Mr. Levens. Here 
again the circulation figure varies 
from that of Mr. Levens and is 
symptomatic, to me, of the con- 
ditions existing in Germany inthe 
advertising field and which I tried 
to illustrate in my article 

PETER DE PETERSON. 
J. Walter Thompson Co., Ltd., 
40 Berkeley Square, W.1. 


Auger & Turner Ltd. have 
opened a Glasgow office at 358 


Zor QUICK PRODUCTION 
LONG RUNS 
COMPETITIVE PRICES 


RING: BRU. FEF ses) 


Sauchichall Street, Glasgow, C.2 


Opportunity For 
Young Ad. Man 


Mr. H. Q. Faichney, secretary of 
the Advertising Appointments 
Bureau Ltd., has been asked by the 
principal of an advertising agency 
in Paris to arrange an exchange, in 
which the son of the Frenchman will 
take the place of a young Britisher, 
who would be invited to Paris. 

The French advertising agent 
wishes his son to find employment 
in an agency or similar organization 
in London during September and 
October. The son is 20 and is 
studying at the High School of 
Social and Economical Sciences, 
and at the Technical School of 
Advertising. He wishes to gain an 
insight into British methods of 
working, and add to his knowledge 
of the English language. 

His father would be willing to 
reciprocate by receiving a young 
Englishman into his agency im 
Paris for a like period, and would 
even welcome him at his home if 
similar facilities were made avail- 
able to his son in London. 

Suggestions should be sent to 
Mr. Faichney at 69 New Oxford 
Street, W.C.1. 


Circulation Up Six 
Times In Six Months 


Circulation of Television 
Weekly, which was 2,000 six 
months ago, is now 12,500, says 
Mr. Norman G. Marcus, director, 
Precinct Publications The cir- 
culation is rising regularly, and is 
expected to reach 20-25,000 by 
October Until this figure is 
reached advertisement rates will 
remain as at present. 

The journal is being advertised 
on backs of buses in London, and 
similar schemes are planned for 
the provinces. Space has already 
been booked in Manchester and 
Nottingham, and another promo- 
tion scheme is in hand, in which 
the publication may be advertised 
at most garages and at all offices 
of the Automobile Association. 


Britains Bi 


G.L. McLELLAN 
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Substantial Bonus 
for Advertisers! 


The readers of Home Chat, that ever-popular 
A.P. Weekly, are mothers and housewives in the 


biggest buying classes. During the past year its 


sales have increased by over 100,000 copies 
weekly—yet the cost of a full-page advertisement 
remains unchanged at {100. More and more 
advertisers are enjoying this very substantial 
bonus—are you? Book now for the remaining 


space available in 1950. 


AN AA®P puslicaTION ¢ 3° WEEKLY ¢ PAGE RATE £100 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., LONDON 
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“John Ball” stands alone 


in the million family. market 


Only six popular weekly magazines have net sales well over the million 
mark.” Two are photo-magazines, three are women’s magazines; the other is 
JOHN BULL—a family and home magazine for which there is no substitute. 


* WOMAN, of course, ts over two million 
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Winchester 


Decision 


Ad. Industry Policy 


“JUST ABOUT AS UNHELPFUL AS IT 
COULD BE,” SAYS TOWN CLERK 


“It appears that the policy of our industry has been completely 
vindicated,” said Mr. H. H. Mallatratt, secretary of the Outdoor 
Advertising Industry Advisory Committee, commenting this week 
on the Winchester “area of special control” decision by the 


Minister of Town and Country 
Planning. 

The decision, a sequel to the 
first public inquiry under the 
Control of Advertisements Regu- 
lations in respect of a proposed 
area of 


special control, was 
announced in a letter to the 
Hampshire County Council 


Planning Committee. 

In their application, which was 
opposed by the Advisory Coun- 
cil at the inquiry last November, 
the Hampshire County Council 
and Winchester City Council 
asked for “special control” in an 


area defined as «a fifth of the 
City including the Cathedral 
Close and streets immediately 


adjoining Winchester College and 
Meads, St. Cross Hospital, and 
High Street 

The Ministry letter states 

“The Minister is satisfied that 
special control may properly be 
applied to the Cathedral precincts 
and to land owned by the College 
authorities notwithstanding that 
there is no reason to apprehend 
that in either case the owners 
would ever allow their lands to 
be used for commercial adver- 
tisements. He is satisfied also 
that he may properly approve the 
Council's application as regards 


St. Catherine's Hill and the 
Water Meads 

“As regards the commercial 
area of the city, including the 


High Street, the Minister con- 
siders that adequate control could 
be exercised under the general 
powers of the Regulations 
Further, the Minister does not 
feel that the North Wells Recrea- 
tion Ground and St, Giles’ Hill 


have any features so exceptional 
as to justify special control.” 

A letter from the 
of Winchester to 


Town Clerk 
the Planning 


Committee described the decision 
as “somewhat surprising.” 

It would appear that the Minis- 
try is proposing to include in the 
special area even less than the 
witnesses for the objectors were 
prepared to agree to,” observes 
the Town Clerk 

“Local views and representa- 
tions appear to have been com- 
pletely disregarded, and it is cer- 
tainly most discouraging to those 
in the city who have worked for 
many years to secure a high stan- 
dard of amenity from the point 
of view of advertisements. 

“Possibly one can only judge 
the Order to be made when one 
sees the actual area to be in- 
cluded in the map, as from the 
letter it is not too clear whether 
the St. Cross area will be in- 
cluded and the areas between 
Winchester College and South- 
gate Street. If these latter areas 
are not to be included it is a 
little difficult to see what useful 
purpose the Order will serve. But 
my own personal view is that it 
is wise to take whatever the 
Ministry offers and hope to get 


Vindicates 


extensions later if, as we believe, 
this proves necessary 

“We have negotiated numerous 
great improvements to projected 
plans for advertisement signs by 
firms during the last 18 months, 
these firms having been impressed 
with the fact that the projected 


special area would affect them 
unless they kept to reasonable 
limits. Time will show whether 


the decision of the Ministry will 
prove helpful to us in this re- 
spect, but at first sight it would 
appear to be just about as un- 
helpful as it could be 

The County Planning Officer 
(Mr. T. F. Thomson) suevested at 
last week's meeting of the Com- 
mittee that in the light of the 
decision now taken, no useful 
purpose would be served so 
far as the Planning Committee 
was concerned by increasing in re- 
spect of Lymington and Christ- 


At London Airport. Left 
Bishop, M.P., a good trip 


Outdoor 


church the expense of collecting 
evidence and having a public in- 
quiry and having it turned down 
on the basis of the Ministry letter 
The Clerk said he personally 
thought the committee would be 
wise to wait and see how the 
general regulations worked. 


Féted In New York 


The delegation representing 
the organising committee of the 
International Advertising Con 
ference (Britain) 1951 left London 
by air on Saturday evening, 
arriving at New York on Sunday 

They were welcomed at a re 
ception and luncheon arranged 
by the Advertising Club of New 
York on Monday. A special wel- 


come was given by Mr. James 
Wright Brown, who greeted a 
similar delegation, led by Mr 


Harold Vernon, in 1923 


Sir Miles and Lady Thomas wish F. P. 
Right 


F. P. Bishop, lan Harvey, M.P., 


Norman Moore, Drummond Armstrong. 
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Prototype Market Surveys 


For U.S. And Canada 


ROGER FALK ANNOUNCES A NEW BETRO 
SERVICE FOR INDUSTRY 


Following on the visit of Mr. 
Roger Falk, director - general, 
British Export Trade Research 
Organisation, to Canada and 
the United States, Betro’s mana- 
gers there are now preparing 
prototype market surveys, with 
appropriate costs, for further dis- 
cussion with industries on this side. 

Mr. Falk told Apverriser’s 
Weerxry that 
Betro has al- 
ready received 
inquiries 
from firms as 
a result of 
the announce- 
ment of the 
*‘Concordat" 
with the Fed- 
eration of 
British Indus 
tries, backed 
up by a letter 
to members 
of the F.Bi 
from its 
director- 
general, Sir Norman Kipping. 

Mr. Falk was outspoken about 
his impressions gleaned during his 
three-weeks’ visit 

“While there is nothing like 
personal contact, I feel that much 
time and money have been wasted 
in the past by executives who have 
gone to Canada and the States 
merely on a hunch, and have not 
been briefed with an overall 
picture of what they are trying to 
find out. Canadian and American 
business men are getting just a 
shade tired of the enthusiastic 
British business man who arrives 
and has to start literally from 
scratch.” 

Mr. Falk also has doubts about 
the wisdom of individual firms 
undertaking large-scale research in 
the dollar markets. “I am more 
and more coming to the conclusion 
that large-scale research should be 
the responsibility of industrial 
groups,” he said. In both the 
dollar countries, he and Sir Nor 
man Kippling have been work 
ing out on the spot ways in which 
the Betro and F.B.1. representa 
tives there can co-operate to the 
best advantage 

Feeling that Canada offered the 
better prospects for the British 
exporter, Mr. Falk tested out 
consumer attitudes in many small 
towns 

Speaking of complaints about 
British quality, he came to the 
conclusion that these were very 
much tied up with the matter of 
late deliveries “When goods 
arrive on time,” he said, “they 
move quickly on to the customer 
But if they arrive late so that the 
appropriate season is missed, and 
sales hold fire, they lie about in the 
warehouse or store, That gives the 
Canadian retailer a chance to pick 
them over and brood over them 


Roger Falk 


I am not saying there never are 
faults of quality, but much less 
would be heard on this subject if 
the goods arrived on time.” 


Canadians asked him many 
times whether the British exporter 
would stay in the market, or 
whether this was just a temporary 
effort while the dollar crisis lasted. 

‘The best service we could do 
ourselves in Canada would be to 
convince the Canadians that we 
are in the market to stay,” Mr. 
Falk emphasized. 


L.S.C. MAINTAINS 


A delegate meeting of the 
London Society of Compositors, 
held at the Scala Theatre, London, 
last Thursday, passed a resolution 
to the effect that the overtime ban 
stays on until the meeting of the 
National Arbitration Tribunal on 
June 12, and remains on despite 
any decision, at least until another 
delegate meeting is held on July 6. 

The employers’ attitude is un- 
changed. They are awaiting the 
Tribunal meeting 

Robert Willis, secretary of 

told ADVERTISER'S 

“The overtime ban goes 

so far as | and my 

colleagues are concerned, it stays 

on for 12 months, or for ever if 
necessary. 

“Our overtime ban went on last 
time we were before the National 
Arbitration Tribunal, and it went 
on while we were discussing with the 
Government the terms of the 
Hours and Holidays Agreement.” 
He repeated his earlier statement 
that no authority could order the 


A Bishop Gets Ad. 
Copy Changed 


Copy in a North Thames Gas 
Board advertisement in the pro- 
gramme of London's Windmill 
Theatre has been.changed as the 
result of a protest from the 
Bishop of London on behalf of 
the Public Morality Council. 

In the original advertisement 
the caption to a drawing of Mr. 
Therm read: “He never clothed! 
Mr. Therm (lucky man) works 
behind the scenes here. He helps 
to feed and wash the players— 
and is the soul of discretion.” 

The caption now reads: “Mr 
Therm works behind the scenes 
here, helping to feed the players 
and providing them with hot 
water. If you want hot water, in 
any quantity, Mr. Therm’s the 
man!” 


OVERTIME BAN 


men to return to working overtime, 
against their will 

The ban is causing increasing 
inconvenience to periodical pub- 
lishers, and this is particularly 
acute this week, in any event one 
day short owing to the Bank 
holiday Last week several 
journals appeared late, and such 
delays can be expected to persist. 


Laurance Holman 
Advertising Service 


In consequence of the death of 
Mr. Laurance Holman, on April 
29, the legal ownership of 
Laurance Holman Advertising 
Service is now vested in his 
executor, the Public Trustee. 

Mr. T. Hasler and Mr. R. H. 
Punter, the chief executives, re- 
main in charge of their respec- 
tive departments and will main- 
tain contact with clients as in the 
past 


Not Nationalisation This Time ! 


Willesden, had declined 
to a request embodied 
from the contractors sta 
was common for an cx! 
such circumstances to acknowledge 
the publicity derived from the 


The request to an engineering 
firm that erected an advertising 
sign overlooking the railway at 
Kensal Green, to pay a nominal 
fee to the advertising contractors 
representing the Railways Execu- 
tive, has nothing to do with the 
nationalisation of the railways 
stresses Mr, W. A. Preece, of 
Frank Mason & Co., the con- 
tractors, 

He told ADVERTISER'S WEEKLY 

This is a normal practice which 
has been going on for at least sixty 
years. Where an acknowledgment 
is paid we would not normally let 
a site on railway property in front 
of the sign for which acknowledg- 
ment has been paid. Our relation- 
ship with the manufacturers who 
erected the sign are excellent, and, 
so far as we are concerned, the 
matter has been settled amicably.” 

The firm in question, the Cords 
Piston Ring Co. of Harrow Road, 


to accede 
a letter 
g that it 
bitor in 


railways by the of an 


annual fee of £1 


payment 


June 1, 1950 


“ALWAYS ONE 
STEP AHEAD” 


A representative of a 
Dutch business firm saw, 
on the desk of Mr. Joseph 
A. Ecelesine, Assistant 
Director of Promotion, 
Bureau of Advertising, 
American Newspaper Pub- 
lishers’ . New 
York, a copy of ADVER- 
TISER’S WEEKLY — 
ment “The American Mar 
ket.” 

He shook his head some- 
what sadly, and remarked: 

“Ah, these British— 
they are always one step 
ahead. ” 

This story came in a 
letter from Mr. Ecclesine, 
who adds that his organisa- 
tion is happy to find itself 
represented in “such a 
valuable publication.” 


Weir Defends 
Tourist Ads. 


Allegations that advertisements, 
which featured so much in many 
forms of tourist literature, were 
a complete waste so far as 
attracting tourists was concerned, 
made by Mr. lan C. Young, of 
Inverness Chamber of Commerce, 
at the recent Saltaire Society 
Conference, drew the following 
comment from Mr. J. Gordon 
Weir, formerly publicity manager 
for L.M.S. Railways, in the 
Glasgow Herald. 

“If Mr. Young’s statement is 
to be taken at its face value— 
that advertising is of no use for 
attracting tourists——it simply does 
not make sense 

“Everyone +» who has_had 
experience of the tourist business, 
whether resort, hotel or transport, 
knows full well the value of 
judicious advertising; indeed there 
is no other effective means of 
attracting and retaining the 
interest of potential visitors 

‘Press advertising and, to a 
lesser degree, poster, print 
(brochures, and illustrated folders 
and maps) and films have all been 
proved to be profitable media in 
the development of tourist 
business.” 


PETROL ADs. QUICK OFF THE MARK 


Petroleum companics—-British 
and American—were quick to 
feature in Press advertisements 
the de-rationing, announced last 
Friday First in the field, be- 
cause they are parties to the 
agreement to supply petrol for 
sterling, were Anglo-American 
(Esso) and Regent Or Co. Ltd 
(for one of its parent companies, 
California Texas Oj! Co.). Not 
far behind were Shell and 
Anglo-Iranian (B.P.), who had no 


prior warning. Shell heard about 
the de-rationing at 11 o'clock on 
Friday morning. Three hours 
later a “That's rationing, that 
was” drawing had been rushed 

rough for appearance in na- 

ynals next morning 

The present campaigns are 
likely to be shortlived, as Pool 
remains the only petrol on the 
market, and there is no early 
prospect of resumption of brand- 
ing. 
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‘Provincial Dailies Need Eight Pages, 
Weeklies Twelve’ 


NEWSPAPER SOCIETY MAKES A STRONG 
PROTEST TO BOARD OF TRADE 


that 
revert to a 


To the announcement 
newspapers are to 
**six-page basis” early in July, 
the Newspaper Society has 
reacted with a strong plea to the 
Board of Trade that 

Not only should newsprint 
supplies be forthcoming to enable 
the seven-page basis to be main- 
tained, but that provision should be 
made for an eight-page basis for 
dailies, and twelve pages for 2d. 
and 3d. weeklies 

The case for more newsprint for 
the provincial papers has been put 
forward in a memorandum to the 
Board of Trade backed up yester- 
day (Wednesday) by a deputation 

consisting of leading members of 
the Society, headed by Mr. H. G 
Clarke, chairman of the Society's 
newsprint and supplies Committee 

to Mr. Harvey Rhodes, M_-P., 
Parliamentary Secretary to the 
Board of Trade 

Provincial morning and evening 
newspapers, states the memoran- 
dum, had to carry international, 
national, and local news, and 
national and local advertising, and 
they did not consider they could 
get anywhere near to discharging 
their duties in less than eight-page 
issues. Weeklies, while they rarely 
touched on national of imiter- 
national news, were called on to 
deal in great detai! with all activi- 
ties in their circulation area 

With regard to papers not using 
their permitted paging, the figures 
quoted in the memorandum (given 
in the accompanying table) are for 


the 16-week period to April 9, 
1950. 
Using full Not using 
permitted permitted 
tf Aging paging 
Morning ‘ 7 
Racing mornings - 10 
Evenings , ; 
Sundays 10 ‘ 
Weeklies ” sth. 
120 695 
The memorandum points out 


that among those “not using per- 
mitted paging” were mostly those 
that had already reached their pre- 
war basis. The figures of evening 
newspapers not using their per- 
mitted tonnage were probably not 


as significant as at first they 
appeared, for many of them 
reduced their normal Saturday 


editions for mechanical reasons to 
allow the production of sports 
editions ; 
The papers now using their full 
permitted paging were the largest- 
circulation papers covering the 
most densely populated areas, and 
the public in those areas, who were 
being so scantily treated for news, 
were a much greater proportion of 
the population than would appear 
from the figures. “* It seems to us 
clear that the necessary extra 
supplies must come from Canada or 
from a diversion of home-produced 
newsprint from exports to the home 


market, or from a combination of 
both methods,” states the mem- 
orandum. “Our main case is that 
you will allow us out of home 
manufactures and out of imports, 
including those from Canada al- 
ready contracted for, enough news- 
print to enable us to perform our 
public service to the readers; and, 
in addition to this, that you will 
give special consideration to the 
case we have put forward for the 
provinces.” 


- . _ 
150 Join B.A.LE 
. _ 
During Year 
Over 150 house organ editors 
have joined the British Association 
of Industrial Editors during the 
past year, it was reported at the 
annua! meeting of the Association, 
on May 20 
A. Reynolds (4.6./. News, 
Associated Electrical Industries 
Ltd.) was appointed chairman 
Other officers elected: vice- 
chairman, T. R. Gilbert; secretary, 
J. P. Wynn; treasurer, G. H. 
Perry, editor of Industrial Editor, 
B. W. Smith 
Committee: N. H. Blundell, 
F. Kelsey, T. M. Piggott, BE. W. 
Sharp. 


NEWSPAPER INDUSTRY IS HAMSTRUNG, 
DECLARES L. J. CADBURY 


“No industry in this country has 
been so severely hamstrung over the 
supply and guarantee of its essential 
raw material as the newspaper 
industry”, said Mr. L. J. Cadbury, 
Chairman, presiding at the annual 
meeting of the Daily News Ltd 
(proprietors of the News Chronicle 
and Star) last Thursday. 

In contrast to the periodical 
Press, which had recently been 
freed of contro!s,it was still regulated 
on a han:-to-mouth basis, unable 
to forecast its future needs for 
more than a few months ahead. 
and even then with a sword of 
Damocles above its head threaten- 
ing further curtailment in size 
Such a situation would be regarded 
as intolerable in any other major 
industry where planned production 
is essenual to efficiency and 
economy 

One could not help feeling that 
in allowing the present situation to 
continue with no immediate hope 
of relief the Government not only 
gravely under-estimated the value of 
the service rendered to the nation 
by the Press, but also failed mani- 
festly to apply its own principles of 
planning ahead. 

The report of the Royal Com- 
mission had been debated by the 
Newspaper Proprietors’ Associa- 
tuon, to which the company was 
affihated, but no agreed conclusions 
had yet been reached 

On the production side he hoped 
they would come into line with 
modern business practice and form 
a jomt industrial council. But 
without waiting for the creation of 
a Press council there was no reason 


Bishop : Newsprint 
Talks In Canada 


Mr. F. P. Bishop, M.P., who as 
chairman of the executive of the 
Advertising Association 1s lead- 
ing the British delegation to the 
annua! conference of the Adver 
tising Federation of America, at 
Detroit, this week, is to have 
discussions with officials promin 
ent in the Canadian newsprint 
field before returing home 


why we should not get ahead with 
one of the recommendations of the 
Royal Commission, which pro- 
posed that the council should w#ter 
alia “ promote technical and other 
research.” 

There was little doubt that in 
newspaper production this country 
is less efficient in the use of man- 
power than other countries such as 
Canada, Sweden, and the United 


States. Encouraged by the Govern- 
ment many industries had sent 
joint employer and trade union 
productivity teams «cross the 
Atlantic “IT suggest” said Mr 
Cadbury, “that we should make 
Similar investigations As an 


industry we are neither subject to 
the test of foreign competition nor 
do we have to compete in the 


export market. There is thus a 
danger that we may not be as 
progressive and efficient as we 


should be.” 


ADVERTISER'S WEEKLY 
‘Sunday Express’ 
Up 503,028 
Publication of the Duke of 
Wiadsor’s memoirs has increased 
the sale of the Sunday Express by 


$03,028 copies, states the Evening 
Siandard 


Alu Currencies For 
“Catalog” Ads. 


Foreign currency will be ac 
cepted m payment for advertising 
space in the official Fair Catalog 
of the Chicago International 


Trade Fair 


This 10 ft. model of John Bull 
made for the BAF. stand at 
Birmingham, of Brook Motors 


Lid., by Pytram Lid., is to be 
used through the summer on 
Brook Motors stands at agricul- 
tural shows. It is made of Pytram 


laminated paper and can with 
stand outdoor conditions For 
travelling the left arm is taken 


off, and the 
waist 


figure splits at the 


British Goods Need More Lavish 
Packaging For U.S., Says Loewy 


British goods intended for sale 
in the U.S.A. should be packaged 
more lavishly than they are for 
the home market. Metal foil and 
plastic transparent material 
should be liberally used, and 
plenty of colour included in the 
design of the pack 

At the same time, an imported 
product should look imported 
(without looking dull), for this 
quality gives it a special appeal 
to Americans. With the spread 
of self-service stores, goods have 
to sell themselves 

These are the opinions of Mr 
Raymond Loewy, the American 
industrial designer, who last week 
paid a flying visit to the London 
office of his company, Raymond 
Loewy Associates, and to some 
of his British chents 

The difference between Ameri 
can and British industrial de 
signers was merely one of up-to 


the-minute technique he said 

‘) have lived in America for 
31 years, and | have never seen 
such a reaction as that produced 


by the British motor show in 
New York,” Mr. Loewy declared 
“The American public is turning 


against the bulky and clumsy de- 
sign of many U.S. cars, whose 
manufacturers are now beginning 
to wonder whether the best design 
does not lie half-way between the 
US. and the British patterns 
Other points he made were 
British manufacturers who 
wanted to export a hew line to 
America should fly there with 
samples and find out about com 


petitive products: they should 
then have their goods market 
tested This was more or less 


a rule among U.S. manufacturers 
The tendency in USA. is 
towards 
window 
plays 


smaller, more compact 
and point-of-sale dis 
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Commission System Provides The Agent 


With An 


Incentive 


“MOST IMPORTANT SINGLE THING IN U.S. 


ADVERTISING” SAYS 


The commission system of 
agency compensation is prob- 
ably the most important single 
thing in the advertising business 
in the United States (said Mr 
Gamble) 

More than anything else, it 
is 4 great incentive system. And 
the incentive has benefited all 
business 


To begin with, it brought into 
American business a new kind of 
bold, creative thinking at a time 
when this was vital. It tackled the 
problems of mass distribution and 
mass selling, and it solved enough 
of these to make mass production 
possible in countless lines where it 
had only been a dream 

The incentive for the advertising 
agent lay in his ability—-under the 
commission system——to be paid 
for his creative work exactly in 
proportion to the use made of it 
If the results were successful for the 
advertiser, they were also successful 
for him. If they were not, the 
advertising stopped and he was out 
of business 

Also, because the agency is 
rewarded in proportion to the use 
made of its creative work, the 
agency Owner Is encouraged to hire 
the best creative people he can find 
He is not led to stint on staff, or to 
take too much out of the profits for 
himself. This means that the finest 
possible creative Organisation ts pul 
behind the service and development 
of advertising volume It is the 
main reason why American ad 
vertisers have available to them the 
most highly-<leveloped and the 
most skilled advertising agencies in 
the world 


The first agents were simply 
middlemen, brokers of space for 
publications, which paid them a 


commission 

Soon, however, the agents found 
that they could sell much more 
space .. they also made sure that 


the advertising im that space sold 
Thus the 
become a 


more goods 
started to 


agency 
creative 


Frederic Gamble 
luncheon given in his honour lasi 
Practitioners in Advertising, at thi 
are, left to right. Norman M 
ind Lionel 


(standing) 


FREDERIC GAMBLE 


advertising force, and the prepara- 
tion of the advertising became the 
agency's major function 

For a time, the publisher tried to 
do this converting of white space 
into advertising influence himself, 
but he found that he couldn't long 
satisty two (or more) competing 
advertisers. So he moved it outside 
his medium to the advertising 


In his address to the LIP.A. 
luncheon last week, Mr. Frederic 
Gamble, president of the Ameri- 
can Association of Advertising 
Agencies, spoke at length on the 
agency commission system. As 
his remarks, which are of con- 
siderable interest in view of the 
diflerences of opinion on the sub- 
ject in this country, could only 
be briefly summarised in last 
week's issue, we give them this 
week more fully. 


agencies that were independent of 
him wm creating advertising but 
dependent on him for their pay 
Ever since then, he has maintained 
the agency business as we know it 
by continuing the commission 
system of agency compensation 

It ts Ais method of distribution 

In effect, the publisher says to 
the advertiser: “‘I have space to 
sel] In my Own interests, Ht ts 
umportant that that space shall be 
used intelligently and effectively 

| am not able to service it for 
you 
Frankly, most advertisers are 
not equipped to do this either 

Therefore, | will sell you the 
space and make tt possible for you 
to have the services of a group of 
advertising experts to effectively 
fill ut without compensation 
ou. Vowill pay them out of my 
gross receipts from that space 

And please note -you are not 


from 


lumited in your choie of agency; 
you may choose any agency you 
want, provided it conforms to my 


[Keystone photo 


Four A's addressing the 
the Institute of Incorporated 
Dorchester. Others in the picture 
H h 7 Appleton. Ewart Berry 


( Jackson 


standard of what is best for ad- 
vertising and, therefore, for me. 

“In serving you, as your ad- 
vertising agency, it will be working 
directly for your interests—and 
only indirectly for mine. Its value 
to me depends on what it does for 
you. It continues to receive com- 
pensation from me—-in the form of 
a commuiussion—only as long as it 
satisfies you. While its services are 
not paid for by you, it is answerable 
to you. It must satisfy you that it 
is loyal to your interests. It must 
satisfy you that it is rendering you 
at least as good and effective 
service as you could obtain from 
any other agency It must sell 
goods for you 

“If the agency does all of those 
things, I shall have my reward in 
the continuation of and the increase 
in the business that you place with 

Fifteen per cent is the rate of 
commission arrived at by medium 
after medium by trial and error 
custom, if you please-——that has 
been found, over the years, to 
work successfully for all concerned. 
For the medium it has produced a 
steadily expanding volume of ad- 
vertising—over the years, approxi- 
mately 3 per cent of gross national 
product Even last vear, in our 
greatly expanded post-war economy 
when the percentage of advertising 
had not yet returned to the normal 
3 per cent, advertising expenditures 
totalled well over four billion 
dollars! For the advertiser it 
produces a more profitable return 
than he can secure by any other 
expenditure of the same amount of 
of money (or he doesn’t continue 
to advertise). And for the agency, 
it produces a satisfactory return on 
its efforts 

The one exception to the 15 per 
cent rate of agency commission is 
in the field of outdoor advertising, 
where a rate of 16% per cent has 
become customary 

Among newspapers, 
show that as early as |880 there 
were a number of newspapers 
throughout the United States which 
allowed 15 per cent commission to 
advertising agencies 

To-day, every daily newspaper and 
almost every weekly newspaper in 
the United States, of individual 
choice, allows \5 per cent com- 
mission to recognised advertising 


old records 


agencies 
Ninety-nine per cent of all 


(Continued on pagi 


U.S. INFORMATION 
FOR EXPORTERS 


fhe U.S. Department of Com 
merce might now be willing to 
release commercial information 


about U.S. markets to foreign 
manufacturers as frecly as they 
do to American manufacturers, 


Mr. Frederic Gamble told mem 


bers af the Advertising Advisory 
Council of the Dollar Exports 
Board, when he met them at the 
office of the Institute of Incor- 


porated Practitioners in Advertis- 
ing, last Thursday 


June |, 1950 


DENMARK 
SUPPLEMENT 


Another special Overseas 
Supplement will appear with 
mext week's issue of “Adver- 
tiser’s Weekly.” 

It will deal with Denmark, 
giving the latest news about 
marketing conditions there and 
analysing the value of avail- 
able advertising media. 
Among the contributors are 
Paul Fabricius, president, 


lishers’ Association, Chr. 
Brixtofte, chairman, Provincial 
Newspaper Publishers’ Asso- 
ciation, and Max Hendriksen, 
general manager, Association 
of Danish Advertising 
Agencies. 


W.A.Woolward’s 
New Agency 


Announcements concerning 
staff and accounts are made by 
Mr. W. A. Woolward, who, as 
stated in a previous issue, is 
director and general manager of 
The New Press and Publicity Co 
(Scotland) Ltd., a new advertising 
agency that opened on Monday 
at 41, George Street, Edinburgh 

Mr. Woolward has for 13 years 
been general manager of the 
Travel Press and Publicity Co 
and Scotlands §S.M.T. Magazine 
the S.M.T. Bus Group concerns 
now coming under the direct con 
trol of the British Transport 
Commission 

Among those joming the new 
agency from the Travel Press 
staff are Messrs. A. B. Williamson 
sales manager, J McLeod, 
production manager, J. Clark 
in charge of publications; W 
Glen, in charge of the advertise 
ment department; lan Alexander 
P. Gardner and F. Martin, sales 
representatives 

Initial accounts include §.M.1 


Sales and Service Co. Ltd, 
Rossleigh Lid. (part), Gardiner 
of Selkirk Ltd.. and the Gumley 
and Davidson group of com 


panies. A specialist unit, Scottish 
Outdoor Advertising Service, will 
concentrate on outdoor and trans 
port advertising. Other activities 
will include publishing and space 
sales 

Mr Woolward, who is 
president of the Publicity Club 
of Glasgow, was understood to 
be transferring to B.T.C., but he 
disagreed in principle with the 
Nationalisation of Scotland's 
§.M.T. Magazine and with the 
control machinery for operating 


the Scottish B.T.C. office from 
London There has been an 
amicable arrangement whereby 


the opening of the new concern 
at the present Travel Press 
premises, was timed to coincide 
with the opening of the B.T.C 
Scottish office at 7, Castle Street 
Edinburgh 


= os * re | att “<= a 2. sili > a>. eS See 
eS = a - 
ee | 
a x 
ee 
‘ a 
i: | 
a Denmark Advertising Associa- 
tion, Orla Rode, chairman, ai 
Copenhagen Newspaper Pub- : 
% 
. > 
F = «i Zz 
g ; 
Ss 2 f 
ane 
es 
WE 
—— 
pa 
vi 
7 y . Ce 
| : 
~: 
i ee 44) 
tee US Ret. cy es 
|} - iS PE Feat ta .. el 
| Pe : 
ie —_ | : 
eit we, a a ibe stg Oy 
rT Pa he 4c ; mh ie ¥ , | ea : 
ee i “ere ‘ie tl Sah rad B. see ee 
eh ge ae Ve aie ty 
| - : 7 si | % re a | po a 
Mw ; ee BY ee “> 
q my ‘- ae ue Pe ay - 
i Fy i Ne ae | ey wv. 
oh A Cae! | ae, ®& i 
; t . « 7 > a one 
eee Ld 
ig 
— « 2, ors a - 
a : i See 4 a 5, i id cis See : 7 i. awe = ee . 
) a ists eee = Re aad 2. oe 


June 1, 1950 
OBITUARY 


Joseph Agnew, of W. S. Crawford 


W. S. Crawford Ltd. announce 
with regret the death of their 
director, Mr Joseph Agnew, at 
the age of 56, after a long 
illness 

Born im 
Edinburgh 
he started 
his career as 
a printer s 
devil. and 
won first 
prize in the 
printing class 
of the Edin 
burgh even 
ing continua 
tion school 
Later, he at- 
tended =the 
Heriot Wait 
College 
Edinburgh, and was awarded the 
Bronze Medal and Burton Prize 
in the letterpress machine class 
His apprenticeship was inter- 
rupted by the first world war, in 
which he served with the Royal 
Engineers and the Royal Tank 
Corps In the battle on the 
Somme in August 1918, his tank 
was set on fire and he was taken 
prisoner ° 


Joseph Agnew 


Repatriated from Germany, be 
returned to Edinburgh to com- 
plete his apprenticeship. Shortly 
after, he was made overseer of 
the machine room, and made a 
special study of estimating and 
costing for printers He was 


awarded the proficiency certificate 
and took up instructional work at 
the Edinburgh Continuation 
Schools 

in December 1926 he came to 
London and, three years later, 
joined Crawfords as technical ad- 
viser and buyer. In 1931 he was 
appointed printing manager and 
in 1944 joined the Crawford 
board of directors. He was 
responsible, in conjunction with 
Mr. Ashley Havinden, Crawford's 
art director, for outstanding speci 
mens of creative printing He 
was one of the leading experts in 
the country in all the aspects of 
printing technique, especially 
colour processes 

Single-mindedly devoted to his 
work, he added to his duties as 
printing manager those of general 
maintenance While ruling his 
departments with his almost ruth 
less efficiency. he had the saving 
grace of a kindly Scots humour 
An indefatigable worker, he 
would never take a_ holiday 
unless actually ordered to do so 
Although a lifelong teetotaller 
and non-smoker, he was very 
good company and a genial com- 
panion 


. 
Ralph Winterton 
Mr. Ralph Winterton, public 
relations officer for the Church 
Army, died suddenly in his office 
last week, aged 56. He had been 
with the Church Army since 1924 


John Robertson, Advertisement 
Manager, “Daily Record” 


Mr. John Robertson, advertise- 
ment manager of the Daily 
Record and Sunday Mail, Glas- 
gow, died on 
May 24 
aged 54. He 
had been in 
ill-health for 
some time 

He was a 
member of 
the Publicity 
Club of 
Glasgow for 
about twenty 
years, and 
was its presi 
dent at the 
outbreak of 
war in 1939 
He was also 
a former president of the Glas- 
gow Rotary Club 

Mr Robertson joined the 
Daily Record in 1920. In 1931 
he was appointed advertisement 
manager of the Daily Record and 
the Sunday Mail, and in 1942 he 
took over the advertisement man- 
agership of the Evening News 
He was forced through ill-health 
to relinquish the latter post last 
December 


John Robertson 


Mr. Alastair M. Dunnett, 
editor, Daily Record, writes: The 
death of John Robertson robs the 
advertising world of a distin- 
guished and charming personality 

Many south of England repre- 
sentatives had their first introduc- 
tion to the Scottish business scene 
under his exuberant direction. A 
Scot above all, he delighted in 
displaying the merits and genius 
of his native parts to business 
associates from over the border 

it was one of his chief points 
of oride to represent a newspaper 
which could print advertising in 
four colours, and it was one of his 
happiest latter-day experiences to 
sell the first four-colour ad. of the 
post-war period. In his profession 
he was deeply versed in the mech- 
anics of advertising: in his leisure 
time he was a keen football fol- 
lower 

Not many men had more 
friends. They grew around him 
not only because of his wit and 
conversation, but for the wide 
range of his mind, always open to 
argument and commentary 

He had a bent for scholarship; 
read deenly and talked well; knew 
and loved music and the theatre; 
and hankered always for learning 


Memorial Service 
For Dr. A. J. Bull 


A memorial service for the late 
Dr. A. J. Bull, former principal 
of the School of Photo-engraving, 
held at St. Dunstan-in-the-West, 
Fleet Street, on May 24, was at- 
tended by relatives and many 
members of learned societies, 
educational bodies, and the 
photography and photo-engraving 
industries 

Prebendary Macdonald in his 
address spoke of the valuable 
services Dr. Bull had rendered to 
the community in the course of 
his work. As a teacher he in- 
sisted on the principle of the 
necessity for research by the 
teacher as a basis for the teach 
ing; as a chemist and physicist he 
pioneered the development of 
new processes which were to-day 
normal practice in colour-photo- 
graphy and colour reproduction, 
while as a geologist he showed 
that an amateur could attan 
status and reputation inferior in 
no way to that of his most 
distinguished professional con- 
temporaries. It could be said of 
Dr. Bull that he devoted all his 
natural gifts to the most unselfish 
and useful ends. He lived only to 
serve. The qualities of modesty 
and sincerity he displayed made 
his friendship most highly valued 


ADVERTISER'S WEEKLY 
Visiting Imperial 
Press Conference 


Col. the Hon. J. J. Astor will 
head the U.K. delegation at the 
seventh Imperial Press Conference 
which opens at Quebec on June 8. 


Delegates who sailed aboard the 
Empress of Scotland on Tuesday 
mecluded: Glanville Benn, chair- 
man, Benn Bros. Lid Hon. 
Denis G. Berry, director, Kemsley 
Newspapers Lid.; Lord Burnham, 
managing director, Daily Telegraph, 
John Coope, deputy chairman, 
Daily Mirror Newspapers Lid. and 
Sunday Pictorial Newspapers (1920) 
Ltd.; B. F. Crosfield, managing 
director, The Daily News Lid; 
W. T. Curtis-Willson, president, 
the Newspaper Society, and 
managing director, Brighton Herald, 
R. P. T. Gibson, director, West- 
minster Press Provincial News- 
papers, Lid; R. N. Horne, 
general manager, South African 
Press Association; Colin Me- 
Kinnon, director, The Scotsman: 
Sir Keith Murdoch, chairman, 
The Melbourne Herald and associ- 
ated publications: Sir Frank 
Newnes, chairman, G. Newnes, 
Ltd., and vice-president, Periodical 
Proprietors Association; E. J. 
Robertson, chairman, London Ex- 
press Newspaper Ltd. Sunday 
Express Lid. and Evening Stand- 
ard Lid.; L. P. Scott, chairman, 
Manchester Guardian and Evening 
News Ltd.; Frank Webber, di- 
rector, The Western Mail, Cardiff; 
Bernard Alton, secretary, N.P.A. 

Mr. G. Ward Price will represent 
Associated Newspapers 


NEWS ABO 


any * 
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eens 


James Hillman, art director of 
the Robert Freeman Co., Ltd 
which he joined when the agency 
was formed in October 1947, has 
jomed the Board of the company 
Before joining Robert Freeman 
he ran the James Hillman Studio 
for two years, and carlier was in 
the publicity department § of 
Newnes-Pearson. Mr. Hillman’s 
career began in the advertisement 
department. of the Newcast'e 
Evening Chronicle, from where 
he went to the Middlesbrough 
Evening Gazette 

* * * 

After two years in the advertis- 
ing department of Hoover Ltd., 
Peter Collins is |eaving to join the 
publications department of the 
Central Council for Health Edu- 
cation Mr. Collins was pre- 
viously with Copydex Ltd, 
adhesive manufacturers, and has 
worked with Burke's Peerage 

* * * 

Gordon lustone, who for four 
years has been on the advertise- 
ment staff of News Review, has 
joined the advertisement staff of 
Everywoman and Mother. Before 
the war he was for seven years 
in the chemical research, advertis- 


ing and publicity departments of 
Coalite & Chemical Products 
Lid 

* * * 

C. Pinkham, manager of the 
publicity organisation of the 
General Electric Co., Ltd., retires 
on June 30 after 37 years with 
the company 

He joined G.E.C. in 1913 and 
in 1927 was appointed manager 
of the publicity organisation, in 
which capacity he has been 

ssponsible for the entire range 

f G.E.C, publicity. Mr. Pinkham 
has been a member of the Coun- 
cil of the Advertising Association 
for 14 years 

* * * 

A. E. Roraback, Jr., formerly 
New York advertising manager 
of Time International, has ar- 
rived from the United States to 
join the advertisement staff of 
Time-Life-Fortune in London 

* a * 

John Pollock, city manager of 
St. Clements Press Ltd. since 
June, 1948, has been appointed 
production manager of Readers 
Digest. John Raper has been 
appointed to succeed him 
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Agency Commission 


R. FREDERKC 


R. GAMBLE, president of the American 


Association of Advertising Agencies, in his address at the 
1.1.P.A. luncheon, made a strong case for the commission 
His arguments and conclusions, 
American experience, should be 
studied alike by those who believe im the system, as it applies in 
this country, and by those who have had their doubts about it 


* * 


M ORE than anything else, he affirms, it ts a great incentive for the 
agent, who gets paid for his creative work exactly in proportion 
to the use made of it. If the results are successful for the advertiser, 
they are successful for him, if they are not, the advertising stops, 


system of agency remuneratic 


based on long and satisfactory 


od 


and he 1s out of business 


” 


This contention will be well understood in this country, where 
lack of adequate incentive hampers enterprise in many fields 
It will be examined with respect because of the part played by 
American agencies in making advertisgng such a vital force in 


American business 


But it is Mr 


whole case stands or falls by its validity 


advertiser, rather 


agency 


than the medium 


Gamble’s only argument; his 


When asking why the 


should not compensate the 
he falls back on the rather negative point of view that 


“the present system, though not perfect, works, so why change :t?” 


The 


essential 


difference, of 
British practice ts that in the U.S.A 


course, 


between American 
1S per cent ts, and has long 


and 


been, the rule, whereas here the rate of commission is generally 


lower 


agencies to give first 


On the larger figure, it has not been difficult for American 
rate service with first rate staff 


on the 


smaller, British agencies, especially since the war, have found it 
hard to operate remuneratively without recourse to the advertiser 


for supplementary 


remuneration 


It is quite impossible, for 


example, to service many small accounts, particularly those of 
a technical nature, on 10, 12 or even, for that nvatter, 15 per cent 

Does it really follow that the creative work of an agency will 
be less good if it is working for a service fee than for a commission? 


One would be sorry to think so 


should suffice to maintain a standard 


e . 


* 


ageney renuneration 


system, as 


Mr 


a Gamble says, 
neither been artificially constructed nor arbitrarily imposed. It 


Competition between agencies 


has 


has been evolved, both in Amegea and here, to meet the needs of 


advertising 
need not do so in future 
British and American 
American business 
contributes to that conflict 
evolution is determined 


ot 


but 


opinion 


between 
Gamble's address ts that it 


and 


interest 


British 


But it has not evolved on precisely similar lines, and 
There are differences, not only between 
advertising 


The value of Mr 


and 


by which 
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To-morrow’s Topics 


THe Bartisn Transport Commuis- 
sion, now that it has assumed 
direct control of Travel Press and 
Publicity, has become the pub- 


lisher of Scotland's 
B.T.C. NOW 


§.M.1 Magazin: 
The significance of 
MAGAZINE this should not 
PUBLISHER pass unnoted. This 
iss not a house 
organ, but a general interest 
journal with an established 
readership As a deliberate act 
of policy, a nationalised under 


taking has entered the magazine 


publishing ficld, in competition 
with privately owned journals. 
There will be strong views in 


some quarters as to whether this 
creates a desirable precedent 
—_— 


By AN INGENIOUS computation, Mr 


Jesse Scott, in Statistical Review, 
reaches the conclusion that the 
average person in this country 

reads about four 
READERS newspapers and 
AND magazines per 


leisure-day.” This 

GLANCERS takes no account of 
the millions of 

books published each year, nor 
presumably —for the conclusion 4s 
based on readership” 
by people who are not purchasers 
It would seem, Mr. Scott infers, co 
be impossible for the average 
reader, if he attempts to read and 
not merely to glance, to cope with 
such a volume of printed matte: 
Constantly circula 
tion figures, on this ground, cause 
Mr. Scott some concern. He has 
certainly made a point for adver- 
tisers to think over, But is it pos 
sible for readership research ever 
to separate readers and glancers? 


sales —of 


mcreasing 


_— —_ _- 

Decca, IT SEEMS, were not, after 
all, the first on the British mar- 
ket with long-playing records 
H.M.V. have for some time been 

supplying to blind 
JOCKEYING people kind of 

talking book” 
IN THE which operates on 
DISC RACE 


the same principle 
There ts, however 
hazard involved in 
such records on to the 


considerable 
putting 


general consumer market, chiefly 
because 4 new gramophone play 
mg at a reduced rate of revolu- 


tions per minute is needed before 
the records can be used 
who do conside 

have 


Decca, 
able export busi 
turned over about 10 
per cent of their productive capa 
city to long-playing records and 
several gramophone models play- 


ness 


reaches the buyers of the 
world’s biggest stores 


Published quarterly 
Black & White pages 
« National Magazine Co Ltd 


ing at 33 r.p.m. are being put on 
the market at the same time as the 
records. It may be that H.M.V 
are allowing Decca to act as 
guinea pigs and that they will 
come in as soon as their competi- 
tors get their product well-estab- 
lished, and as soon as enough 
gramophones are in use to make 
the records an immediately sale- 
able proposition! 
— 


_—_— i— 


No INCREASE above the six-page 
basis, to which newspapers revert 
after July 2, can be foreseen, at 
any rate before October. This is 


CAUTIOUS Stated by the 


Newsprint Ration- 
NEWSPRINT ing Committee in a 

circular confirming 
FORECAST 


the arrangements 
for the period 

July 2—September 24 
Explaining the reasons for the 
cut, the circular states that con- 
sumption in the United States has 
reached a record and 1s still rising, 
and that this is partly responsible 
for the present acute shortage in 
the whole of the non-dollar world 
Much of the imported tonnage 
arranged for by the Newsprint 
Supply Co. will not arrive until 
the latter part of the year, and 
some supplies that were counted 
on are to be regarded as doubtful 
Incidentally, one reason for the 
world shortage is the boom in 
artificial fabrics made from 
viscose fibres. Scandinavian pulp 
mills are tending to switch over 
from the mechanical pulps from 
which newsprint is made to the 
better class pulps for artificial 
fabrics on which profits are larger 
—_— 


_—_— — 


WE ARE INDEBTED to Roy Hardy 
for sending us what he thinks 
may be something new in the 


direct mail line. It comes from 
The Reporter, a 
NOVEL New York  fort- 


MAIL nightly dealing 
with serious topics 
DEVICE in a serious way, 
and its object is to 
obtain subscribers, In a large 


envelope is a specimen copy of 
the journal. On the bottom right- 
hand corner of this larger envel- 
ope a smaller, foolscap size win 
dow envelope is glued on, and 
in this ts the sales letter. The big 
envelope is stamped with the ap- 


propriate amount for printed 
matter, the smaller one has the 
appropriate postage stamp for 


The whole 
ingenious 


ROUND TABLE 


first-class letter mail 
device is very 


next issue September 
£100; in fall colour £150 
30. Grosvenor Gardens, $.W 1 
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Typical Features from recent issues: 


® The Promised Land Teday 


Stanley Clark 


® The Tradition of Oberammergau 


Elisabethe H. C. Corathiel 


®No Easy Road To Slimness 


Barbara Wace 


® Jack London — Adventurer 
L. A. G. Strong 


Aan Malian Journey 


Hector Bolitho 


®A Professional to Lead England ? 


Rex Alston 


yer mabe WORLD AFFAIRS -FASHICNS - SPORT - MUSIC + TRAVEL - FILMS 


ART - HUMOUR - THEATRE : FICTION - NATURAL HISTORY - SCIENCE 
* f l | 
¥ 


G. LINDLEY SPARKES + ADVERTISEMENT DIRECTOR ~- 114 FLEET STREET ~ €.C.4 


‘ ee 
i} 
Pe Ss 
« es 
- Fe r 
sk ad 
ray - 
wns i 
a eee ] 
7 ‘ 
‘ * 
i : 
! —_— | 
: , 
' 
ee | 
$ a | 
; » 
f 4 - 
Zi + 
: 
: . 
a 
aVeTYDOUY. 
ee 
. eee 
— . aC) a i” Eat: Been 2.) a A . alee ail 7” ee 


ADVERTISER'S WEEKLY 


POLICY PLATFORM 


It’s The Breakdown That Matters 


The advertiser in a trade or technical journal needs to know, not 


only its net sales, but the breakdown of its controlled distribution. 


june 1, 1950 


T is even more important 

for the advertiser in a trade 

or technical journal to know 
all the ascertainable facts about 
its coverage-——how many buyers 
and readers it has, who they 
are, and where they are situated 

than it is for the advertiser tn 
a general interest journal 

The advertiser in a newspaper 
or magazine realises that his 
expenditure must involve some 
degree of waste. Only a propor 
tion of the readers can be 
expected cither to notice his 
advertisements of to be concerned 
with what they offer. This waste 
can be maintained by exact and 
reliable information about circu 
lation and readership, but cannot 
be altogether avoided For 
example, it is possible to estimate 
by readership research how many 
non-smokers there are among th 
readers of a newspaper, and this 
is helpful, but the percentage 
when discovered, must be ruled 
out as waste when advertising 
tobacco in that newspaper 

The advertiser in a trade or 
technical journal 1s at an advan 
tage-—or should be-—-in that his 
appeal is to a specialised and 
limited field. Either, in the case 
of a trade journal, he seeks to 
induce retailers to stock and pus! 
sales of his product, or, in the 
case of a technical journal, he 
secks to persuade other manu 
facturers to use his products as 
tools. He knows that if his med 
are wisely chosen, they will be 
read only by people with a direct 
actual or potential interest in his 
product, that the advertisements 
as well as the editorial pages of 
the journal will be closely scrut 
Sed by its readers because it 
part of their job, an essential part 
of the efficient conduct of the 
businesses. The element of waste 
should be comparatively small 

If he possesses exact knowledgx 
of the distribution of the track 
or technical journals in which h 
advertises, his advertising should 
have a selectivity comparable t 
that of a direct mail campaign 
But he must have a net sale figur 
so that he can compare this wit! 
the total potential in the field 
which he can usually estimate 
from other sources. And he must 
have a breakdown, boil 


geographical and by occupation 
«) that he can assure himself 
that his advertisements are 
wtually seen by the prospective 
stomers he aims to reach 
This is so in respect of unpaid 
fistribution as well as for net 
sles. A journal may, for specific 
purposes, be a valuable medium 
even if all the copies it prints are 
given away Many Association 
journals, for instance, are sent 
free to members, even though 
paid for indirectly through 
nbership subscription. Export 
rnals are often dispatched free 
to firms and ‘individuals overseas 
a selected list 


« * * 


S was pointed out in the 
4X article a fortnight ago on 
\ B« certification, advertisers 
venerally are waking up to the 
need for more facts about media 
coverage. In no sense is this 

e true than of trade and 
technical Press advertisers There 
ire repeated complaints that such 
information ts either inadequate 
unreliable, or altogether lacking 
Ci nsequently advertisers fecl 
that they are working in the dark 

Some information, of course 
s available, though it may 
umount to litth more than a 

ile-light. There is experience 
to go on Some journals are 
known to be read by everybody 
that matters in their field. Some 


g net sales a few = are 

bers of A.B \ few will 
give advertisers some kind of a 
breakdown, One can judge py 
known results over a period, or 


y test where a test is practicable 
In some instances the Hulton 
Readership Survey throws ligh 
yn the subject 

Why, many advertisers ask 

ve publishers not done more 
to meet what seems a very reason 
ble requirement? 

In so far as A.BC. certification 
s concerned, publisher hesitancy 
is explained in the previous 

ticle, is understandable Net 
les hy themselves, for many 
de and technical journals. have 


tle significance They are the 
first step, but it is the breakdown 
{ t counts 


For instance, there may be two 
irnals competing for adver- 
tisement revenue in the same 


pool, One journal may cover one 
field of readership alone; the 
other several fields. But the field 


covered wholly by journal 
number one, and only partially by 
journal number two, may be the 


only one of value to an advertiser 
The advertiser therefore, to avoid 
wasting his money in buying a 
readership that doesn’t interest 
him, needs to know the sales 
breakdown of each 

In part, publishers’ apparent 
reluctance to provide circulation 
breakdowns may be attributed to 
a hangover of wartime inertia, 
ind to the fact that, since the war 
they have been operating in a 
sellers’ market, so have not had 
to exert themselves to win 
advertiser confidence Also, sales 
have been held back by paper 
rationing, and a publisher is 
naturally loath to broadcast 
figures that may not faithfully 
reflect the demand for his journal 
But since paper was freed in 
March, sales have been finding 
their true level, though this will 
not finally be apparent until 
figures are available for the latter 
half of the present year 

When that time comes, the 
last genuine reason for hesitation 
will have vanished, advertisers 
will reasonably be entitled to 
press their demands, and they 
will want, not unsupported state 
ments by publishers, but audited 
certificates they can accept with 
out reserve 


* * * 


RADE and technical journals, 
especially the latter, are 
favourably placed to provide 
circulation analyses. because their 
distribution is to some extent 
controlled. The element of sub 
scription sales is in many cases 
large in proportion to retailer 
sales in nearly every case. it 
gives a sample more than suffi- 
cient to furnish an accurate 
picture. Where distribution is 
wholly or in part on a free list, 
the problem is equally s mple 
In North America, as one 
would expect, machinery has been 
established to give dvertisers 
this information. The American 
A B¢ suppl es i con prehensive 
sales breakdown for business 
papers, but does not vet cover 


unpaid distribution The Con 


trolled Circulation Audit Inc., 
New York, provides a similar 
service, covering both paid and 
unpaid circulation 

Another example that could be 
studied with profit in this country 
is that of the Canadian Circula- 
tions Audit Board, Toronto. This 
body, though incorporated in its 
own right, operates as a depart- 
mental activity of the Association 
of Canadian Advertisers, _ its 
general manager and secretary 
holding these offices also in the 
A.C.A. Membership comprises 
adveftisers, agencies and pub- 
lishers, but control rests with the 
advertisers, who have 11 members 
on its Board, there being also 
nine publishers and four agency 
representatives The president 
and vice president are chosen by 
the Board from the advertiser 
members. 

Its objects are 

To provide trade, business, 
technical and professional publi- 
cations in Canada with an audit 
of their circulations, geographical 
breakdowns and mailing list 
classifications. 

To issue standardised  state- 
ments of the circulation of publi- 
cation members; to verify such 
Statements by auditors’ examina- 
tion of any and all records 
considered by the Corporation to 

> necessary 

To disseminate circulation data 
for the benefit of advertisers. 
advertising agencies, publishers 
or any other individual or 
company legitimately requiring 
such circulation information 

Audit Reports, issued every 
twelve months, give an exhaustive 
analysis of the controlled circu- 
lation of each member journal, 
including its geographical distri- 
bution, at home and abroad. The 
overall figure is broken down by 
occupation, both inside Canada 
and outside. 


* * * 


N the assumption that adver- 
tisers here insist sooner or 
later on circulation analyses, 
audited and certified by an inde 
pendent organisation, there are 
several ways in which this could 
be brought about 
It would be possible to enlarge 
(Continued on page 410) 
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LANCASHIRE f 
EVENING POST 


EDINBURGH 


tvenine Sens | 


Pee eee eemionies 


MERCURE = 


We have just produced eleven brochures 
which we hope all buyers of advertising 
space will find useful. Each one deals with 
the area covered by one of our papers 
They are not designed as elaborate Ppicees 
of promotion matter, but a genuine effort 
has been mace to produce simple factual 


brochures which will be of real assistance 
to busy advertising men. They are exactly 
standard rate card size and so can be 
filed with the rate card of the correspond- 
ing paper for instantaneous reference 


Each one contains 
A circulation area map of the paper 
CONCET NE il 
A list of the main local industries 


A brief general survey of the district 
and the type of market it offers. 


Facts about the district. 


Facts about the paper, including 
A.B.C. circulation figures. 


These brochures are as brief and 
concise as 1S consistent with useful- 
ness. They are intended to supply 
the information which space buvers 
and advertisers most din seem to A. Robertson-Macdonald 
need. If you have not yet received a 

set, either write or telephone and one 

will be sent to you immediately. 


Advertisement 
Director 


PROVINCIAL NEWSPAPERS LTD. 
2 SALISBURY SQUARE, LONDON, E.€.4 
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" HIS is not ya house 
magazine,” says the 
introduction to the first 

issue Of The Bowater Papers 

But—-the cover jsaysi' is No. 1; 

the publication is a magazine 

in content and format; Bowaters 

propose to publish two issues a 

year the editors themselves 

describe it a8 a magazine; and 
it is a Magazine produced by, and 
in the interests of, one house 

Perhaps this is a case of a mis 
placed comma. The introduction 
says 

This is not a house maga 
zine, struggling to hold the 
straying eyes of executives 
when the more attractive cover 
of a commercially produced 
periodical lies beside it.” 

Perhaps they intend no slight 
to house magazines, for take out 
the comma and the sentence is 
merely a claim to have produced 
a house magazine which need not 
fear comparison with commer 
cially produced periodicals. 

On the other hand, every maga 
zine that is given away faces 
strong competition with publica 
tions for which readers have paid 
good money. The producer of a 
free sheet or journal cannot easily 
be prevented from sending it to 
home or office, but he must not 
compare his circulation with that 
of publications which are bought, 
nor must he assure that because 
it gets on to a man’s desk it is 
necessarily read Unlike — the 
commercial publisher he has no 


408 


Is This A 


Wanton Comma ? 


quick and easy measure of reader 
ipproval, nor can he know how 

ich of his distribution is wasted 
in these circumstances a proper 
humulity is becoming 

The Bowater Papers has, under 
th general supervision of the 
Bowater Organisation, been writ- 
ten, designed and produced by 


by 
Brian Hilton 


the Adprint team responsible for 
/ uture Magazine, | am told in a 
letter from Adprint." The resem- 
ince between The Bowater 
Papers and Future is, not un 
naturally, marked, Format and 
tyle of presentation and journal- 
tic approach are precisely sim: 

ind that is no bad thing, for 
Future's articles are very 
thorough and its presentation is 
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Serviced by WORTHCLIFFE 
(R. H. PENNEY, Advertisement Direc: 


Hub of 
the hosiery 
and light 
engineering 
industries 


NEWSPAPERS GROUP LTD., 


* Carmelite House London E.C. 4CEN 6000 


good. The technique is naturally 
narrowed down to the needs of a 
journal which is concerned with 
only one subject paper, its 
origins, manufacture and uses. 

The shortest of the ten articles 
is three pages in length, the 
longest nine; the average 5-7 
pages. Illustrations are plentiful 
and excellent 

[wo printing processes have been 
employed—-letterpress and photo- 
gravure. Letterpress is printec 
on Cotinex 238 5/C, Cotinex 
2381 S/C, Lithocote $/C 2, and 
Lithocote B; 2. Photogravure is on 
Lithocote 5/C 2, Lithocote M/«z 
and Pure 5,(¢ [his provides a 
means of comparison between the 
various grades 

Perpetua Bold with Perpetua 
italics are used for headings and 
sub - titles, and Baskerville 
throughout for text. Baskerville 
iS NOt improved by photogravure 
printing on S/C, being coarsened 
by the combination ol process 
and smooth surface. Except for 
a slight tendency to break down, 
however, it is very pleasant 
printed gravure on the Lithocote 
M/2 which has a matt surface 
though one of the problems of 
printing type by gravure is to 
get evenness of weight and colour, 
some pages being thickened more 
than others. 

. 4 * 


THe cover of a book about a 
compensated boiler teed pump 
made by The Harland Engineer 
ing Co., Ltd., is one of the most 
attractive | have ever seen on an 
engineering or any other cCata- 
logue (see page 410) 

The book 1s 12 inches wide by 
ten inches deep. The covers are 
suff board, overlapp the text 
pages and Wiro bound, and are 


covered with a grey matt paper 
Mounted just above centre is a 
beautiful ornamental silver oxy 
dised seal made b Walsall 
Lithographic Co., with the name 
of the Harland Co ny em- 


bossed upon it. The oxydised real 
metal seal is in absolute harmony 
with the cover board. Below are 
three lines The-Compensated 
Boiler Feed Pump birst and 
third are diestamped in blue 
Perpetua Bold caps, the middle 
line in a smart penscript die- 
stamped yellow 

Diestamping is becoming more 
popular for cover treatments now 
that dies can be cut reason- 
able time, but I am always sur- 
prised that more use is not made 
of embossed metal seals. They 
are extremely effective when an 
air of quality is desired, and by 
no Means expensive 

The inside of this catalogue 1s 
lush in black, red and khaki, 
with sweeping penscript headlines 


Front cover of the new Bowater 
publication. Magazine—or house 
magazine? 


used in conjunction with Perpetua 
Bold and Times. 

There is also in this book a 
series of ghost pictures printed in 
colour on transparent acetate by 
means of which the reader can 
gradually strip layers off the 
machine to show its detail stage 
by stage 

This section was produced by 
Transart. The rest of the book 
was printed by Tapp & Toothill 
Ltd., of Leeds, on a 120 Ib. 
Cowan's Ambassador white art 


- * * 


A LITTLE LATE, may I pay my 
tribute to the booklet produced 
by Nuffield’s for the British Auto- 
mobile Shew in New York in the 
spring? Demy octavo, landscape, 
and of 20 pages plus cover, it 
went in fighting for M.G., 
Morris and Riley cars. The cover 
has an heraldic flavour with the 
Nuffield N and golden lion on a 
azure blue cover Essentially, 
each spread consisted of a whole 
page illustration and a whole page 
of text. The photographs were 
good and convincing, while the 
text was written in the American 
idiom with plenty of facts—even 
figures of speeds were given. 

* * * 


FOR SHEER PUNCH an eight- 
page octavo booklet for the 
Minreaster fishing rod scores, per- 
haps better than one which would 
be a greater delight to the typo- 
grapher. Headings are a mixture 
of Rockwell, Gill, Gill italics, 
Koloss and script. There is plenty 
of colour, with yellow and red 
predominating, stars in blue and 
fishes in all colours of the rain- 
bow But this little booklet 
(illustrated on page 410), produced 
by Auger & Turner Ltd., is excit- 
ing and informative. One might, 
perhaps, have found a more 
original headline on the front 
cover than “The angler’s dream 
comes true!” but as it is allied to 
a picture of an enormous fish on 
a line presumably it will induce 
all anglers to read page two 

What is particularly commend- 
able is that the descriptive text 
has been broken up into short, 
crisp paragraphs under compact 
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Mackinlosh's 


Ever since he was a boy he's had a soft 
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% 


spot for Mackintosh's, and he'd ot 
pottsh them of Whe any youngeter—« \*% 


4 Zanton Photo 


Young David has a sweet tooth and you can bet your life 
that most months he uses up nearly all his Dad’s personal 
points, too. 

It’s the same in most families with youngsters. T. B. Browne 
and Osborne-Peacock, joint agents for Caley’s Chocolates 
and Mackintosh’s Toffees, knew that they would reach 


a great many of these families when they booked space 


Portrait 


of a 


customer 


in the Sunday Pictorial 

For the Sunday Pictorial is a family paper with a particular 
appeal to young families—families with children like 
David. Moreover, with a sale of more than §,000,000 
every week, it goes into millions of homes all over the 
country to be seen by every member of the family on the 


day when readership is leisured and receptivity high. 


Sunday Pictorial 
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Print Review-—continued. 


Ye Olde Cock Tavern, famous Fleet St. Inn 


Othe 
A tthe VAP of 
Veet Shut 


° 
a It has always seemed natural 
= that we of CHARLES & READ 
= should have an especial interest 
- in newspapers and m cazines. 
bor double-crowns, showeards, 
% treamers, Underground cards 
and ‘bus sides, photo-lithe-offset 
equipment here in Chancery 


Lane makes for real speed and 


| eth y 


Publishers 


Publicity Managers, 
CM."s are 
invited to make eo 


act. 


“CHARLES AND READ LTD 
Jana V/A f2 


TELEPHONE nHOLROBRN 2882 


> TA Chan wry 


A COMPLETE F t TH v THE VERY HEART OF LONDON 


The Field covers 


the 


country .. 


Advertisements with “ country” appeal thrive in 


** The Field.” They go before a very receptive 


audience, because every reader of “* The Field 


= 


P is deeply interested in the rural affairs and 


pursuits covered by this country newspaper. 


It is a wide and growing readership, too ; 


* The Field” goes to all parts of the country and its circulation 


has increased by 100°, since the war. 


"The Field” is the 


most profitable place in which to deliver your message. 


_ THE FIELD 


)v 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 
6 Stratton Street. London, W.! Telephone : Grosvenor 3592 


MEMBER OF THE A.B.C. 
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| IT’S THE BREAKDOWN 
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headings so tt e selling points 
ure punched home one by one 
The author realised that he was 
not writing an essay on fishing but 
1 new kind of fishing 


copy to sel 


rod 
The bottom third of the back 
cover is an order form The 
wording. in black Rockwell, 1s 
+ 


overprinted b 
words Order Form 
in condensed sas 


caps 8&8 points 
tint. This conf 


the one part of the 
book which the 


Everite (pry) 


LTD isbestos 
cement manufac 
turers of Johanne 
burg hay sent 
over th caltend 
for 4950 Th 
send it now for 


particular reason 
that they can now 


June 1, 1950 
pages are brilliantly printed, but 
they are warm and gay Mr 
Berkeley Hollyer, who gets a 
credit line as editor, has produced 
a book which one can pick holes 
in if one takes it to pieces, but 
one which is essentially right and 
the successful product of a ripe 
experience At any rate, all his 
fellow producers of guide books 
should see it 


. 1 = pee 
Preps eee a 


: ay 
Res eee «& e490) 


One of the most attractive covers | have seen 


‘ . on an engineering or any other catalogue . 

measure the resi 

of a new policy 

The company has decided tw 
reproduce each year the work of a 
living South Af n artist to 
enc irage nd ) te South 
Airican af The fi choie 1s 
a still-life by Jean W Green 
Apple and Persimmon.” The 
calendar, measuring 21 in. by 


18 in. was such a tremendous 
success that a reprint is being 
considered 


Interesting point is that the 


painting has no relat fo indus- 
try whatever. It is brilliant 
example of fine art work by an 


artist famous in his country 
the suc 
cess of the calendar Note to 
British companies t Royal 
Academy Exhibition is still open.) 
* : * 
Torouay's soontrr for this 


year is the smooth product 


of the practised hand Largely 
pictorial, it has plent f variety 
in kinds and shanes of picture 
short passages of br ly written 
text nestle in r tr Is It i 


not to be said that colour 


FULL IN THE ORDER FORM OVERLEAL TODAY 


*A mixture of Rockwell, Gill, 
Koloss and script 


THAT MATTERS 


€ ontinued 


the scope of the A.B« to cover 


circulation breakdow for trade 
ind = technical journals One 
objection to this might be that it 
would involve adoption by the 
A.B.C. of the princy of inde 
pendent audit, held to unneces 
sary for net sales tification 
alone Neithe might such a 
course con end tself to the 
A.B.C. governing body. which 1s 
more concerned f the time 
being to build pt A BA 
within its present ’ thons 
Machiners could Iso con 
ceivably be stab d by o 
under the aegis of t Cound! 
f the Trade and Tec cal Press 
which 1s " sect of the 


fr 


m page 406) 


Periodical Proprietors’ Associa- 
tion. Such a move would doubt 
less be welcomed by advertisers, 
but would probably occasion 
them some surprise 

Or the advertisers themselves 
could take the initiative, as they 
did, through the LS.B.A. when 
the A.B.C. was formed There 
would probably be publisher 
resistance, as there was then, and 
success would only come after a 
prolonged tussle, but this ts 
perhaps the most logical course, 
for the demand comes from 
idvertisers. and it is to then 
advantage that it should be met 

So it looks as if once again this 
may be a job for the LS.B.A 
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SHOW NUMBERS of the industry’s foremost journal 
will record every development for home & overseas readers 


OR the first time, the Laundering and Dry Cleaning 

Trades are combining in one Exhibition. 
During the 12 years that have elapsed since the last Laundry 
Exhibition, new problems have arisen, techniques have 
changed, and methods have improved. The 1950 Show 
is thus the most important event in the life-time of the 
twin industries. 
To mark the occasion, Power LAUNDRY—Britain’s foremost 
journal covering every phase of the Laundry and Dry 
Cleaning Industries—is publishing three special, heavily 
enlarged issues. They will provide a permanent and com- 
prehensive record of every exhibit, and an unequalled 
picture of 12 years progress. Whether you are exhibiting 
or not, your advertisement in these three vital issues 
wil] be studied carefully and referred to constantly by home 
and overseas buyers. Early space reservation is recommended. 


POWER LAUNDRY, DORSET HOUSE, STAMPORD ST. LONDON, S.E.1 
WATERLOO 3333 (60 LINES) 


PREVIEW NUMBER 


Published September 23, the first Special Show Number, containing 
a detailed Stand-by-Stand description of the exhibits, will be in the 
hands of British and Overseas Launderers and Dry Cleaners just 
before the Show opens. This is the time when decisions are made 
concerning machinery, equipment and accessories to be inspected. 


EXHIBITION NUMBER 

The Exnrerrion NuMBER — published on September 30, two days 
after the opening of Show — will contain a comprehensive report of 
exhibits classified by type and department, supplemented by news 
of day-to-day Show events and technical commentaries. An issue 
which will be referred to again and again. 


The October 14 issue will comprise an authoritative survey and analy- 
sis of the Exhibition, with emphasis on the trends revealed. Detailed 
reports on outstanding machines and products will define the pro- 
gress made over the past 12 years. This Review Numser will exert 
a strong, long-term influence on future purchases. 
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“WT is a mad world my 
masters... ."’ And just how 
mad it is, [ shall very 

quickly tell you. Consider the 
following: there are three con- 
ceivable ways of representing to 
the doubting purchaser what is 
concealed within a pack; cither 
the product can be jllustrated just 
as it really is, or it can be shown 
better than it is; of it can be 
shown worse than it is. 

Now I ask you, who but a 
lunatic would suggest that, of 
these three alternatives, the last 
should be chosen? Yet a casual 
inspection of the retailers’ shelves 
reveals that a large number of 
manufacturers, in fear of dazzling 
an innocent world with the pic 
torial excellence of their products. 
represent them on their packs as 
inferior travesties of the real 
thing. Puddings like mud castles, 
cherries like billiards balls, soups 
like street puddles and similar 
pictorial horrors are used by our 
modest food industry to entice the 
appetites of their customers 

The excuse, as you may have 
anticipated, is cost. But what a 
poor excuse! For staring us in 
the face from the windows of 
nearly every chemist, grocer, and 
chainstore in the country are 
thousands of seed packets repro 


412 


“Look Like What They Ain’t” 


ducing the delights of the English 
garden in full colour and with 
irresistible realism. For 2d. and 
a little honest toil the gardener is 
offered such a wealth of beauty 
that he is often enticed to buy 
enough seeds to plant a medium 
sized county For a much 
larger sum the housewife who 
buys prepared foods is offered a 
mess of potage that, if it turns 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


out as the illustration suggests, 
iS guaranteed to turn even an 
Englishman's stomach, 

Some of the worst packs to be 
scen anywhere are the prepared 
food cartons; some of the best are 


the fruit and vegetable cans. 
Many of these, such = as 
Batchelors, have lithographed 


labels which reproduce the colour 


photographs beau- 
tifully; a standard 
of printing that 
shows British 
technique to be 
second to none. 

The Victoria 
plums shown here 
are more luscious 
than life; they make 
an appeal to the 
customer a thou- 
sand times stronger 
than any advertise- 
ment, save possibly 
a whole page in 
full colour. And 
the advertisement, remember, is 
seen in the home; the label is 
seen at the shop where the house- 
wife spends her money 

If only more advertising agents 
would persuade their clients that 
the pack is their most important, 
as well as their cheapest, medium 

and if only more clients would 
listen! 

. * 

FEW EXPECTANT PARENTS poring 
over name books in search of a 
suitable appellation for their off- 
spring, expend as much time and 
trouble on this problem as the 
advertising man in search of a 
name for his new product. One 
of the major considerations is the 
suitability of the name for the 


- technique to be second to none. 


victoria PLUMS 


“A standard of printing that shows British 


The plums are 


more luscious than life.” 


type of packaging used—if a long 
name be chosen to appear on a 
drum, for instance, half of the 
letters disappear disconcertingly 
round the corner and brand re- 
cognition is lost. Another im- 
portant factor is the visual 
impact of the word. 

The bold lettering of the brand 
name on the Sohio drums, shown 
on page 414, with its arresting 
surround, makes full use of the 
association between the name and 
the State in which they are 
principally sold The white 
background encourages the 
garage attendants to keep the 
drums clean; the blue and red 
lettering is bright and gay; and, 
believe it or not, the shape in 
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"Valley" in 
WARRINGTON GUARDIAN SERIES 
Sales Chart 


Over 100,000 sales EVERY week 
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Transport advertisingis essentially a job 
for a practicalorganisation 


In justifying our description as ‘ specialists 
in transport advertising’ we offer a great 
deal more than just planning and space 
buying—thoroughpaced and complete as 
that side of our service is. In fact we 
maintain our own studio, poster plant, 
signwriters, erection gangs, maintenance 
staff and inspectors. In other words we are 
completely organised to tackle transport 


= 


an 
Caaweteaie —— 
~ 


+ A Ee ee 


advertising from A to Z. As a further ’ 
service we are prepared to cost a campaign ' ' 
in terms of comprehensive rates, including ; 
the provision of advertisements, financing 

the initial cost over the period of the 

contract. Whether you employ the whole 

or only part of our service, we can be 

sure of giving you a first-class job ! 


MASONS” 


a comprehensive transport advertising service MASS N 
FRANK MASON & CO. LTD., 33, NORFOLK STREET. STRAND, LONDON, W.C.2. Phone: Temple Bar 2044 an _ 
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Review of Packaging—continued. 


ee ee 


anit 


Berea Ae 


If you’re puzzled about premiums you can’t do better than 
look to plastics. They’re so versatile — they lend themselves 
to so many different uses. Fraser & Glass have given a great 
deal of thought to premium gifts and they are ready with a 
whole lot of novel suggestions. And you may depend that 
these suggestions, while very much out of the ordinary, are 
essentially practical, for Fraser & Glass have been moulding 
plastics for over 25 years. Remember, for premium offers, 
plastics possess lots of scoring points —they are inex- 
pensive, hygienic and, being light-weight, they are easy 
to despatch. Another all important factor is that plastics 
can be ordered, initially, in reasonably modest quantities 
and then, later, can be repeated ad lib at speed. So to solve 
your premium puzzle successfully your first move should 


be to contact Fraser & Glass, Ltd., Woodside Lane, London, 
N.12. (Hillside 2224-5). 


and 


which the name is enclosed is 
supposed to be symbolic of a 
drop of oil. 

Personally, 1 am_ inclined to 
think this hidden caning will 
remain the secret of the designers, 
Raymond Loewy & Associates 
of New York. However, we must 
certainly give them full marks for 
a pack which couples strong 
branding with a most arresting 
display value. 

* * 


THIS BEING pri- 
marily a review of 
British packaging, 
there is not much 
space to discuss 
packaging trends 
across the Atlantic, 
but I thought 
readers might like 
to see one other 
example of modern 


American sales- 
manship--the Ekco 
Pressure Cooker 
carton, 


High-light of this 
very feminine pack 
is the presentation 


card enclosed, 
which says-—with- 
out a blush—*For 


a Lovely Lady.” What puzzles 
me is whether this message is 
supposed to be from the manufac- 
turer or from the customer's 
husband? Whatever the answer 
may be, British manufacturers of 
kitchen equipment, many of 
whom aim their packaging policy 
at the country town ironmonger 


“The 


delicately 
approach. 


feminine 


rather than the modern housewife, 
may like to learn from the 
delicately feminine approach of 
their American colleagues 

* * . 

1 ONCE KNEW an agency artist 
who attended evening classes to 
improve his technique During 
the first lesson the lecturer 
attacked extravagance, unneces- 
sary decoration and superfluous 
detail to such good effect that 
our student determined to achieve 
simplicity at all costs 

Next day he took a verit- 
able masterpiece up to his 
art director for use in the 


client’s quarter page ad. But ‘tis 
a cynical profession and, after 
one brief glance, the art director 
threw his precious creation out of 
the window and threatened ‘o 
throw him after it. Thus my 
friend learned that, while a black 
circle set in the top left hand 


corner of a white square may be 

both simple and esthetically un- 

impeachable, it is deadly dull. 
Now this story is highly rele- 


‘Full marks for a pack which couples strong 
branding with arresting display value.” 


vant because for many years now 
designers and critics have been 
fossicking about the virtues of 
simplicity in packaging; and for 
many years the meaning and pur- 
pose of this artistic simplicity has 
been misinterpreted by a number 
of those who have sought to im 
prove their packs by cutting out 
“superfluous detail.” They have 
got rid of the detail all right; they 


have also got rid of all the 
interest. 
Thus we have those packs 


which look like sight-testing cards 

full of simplicity, but nothing 
else. What goes wrong? The 
answer is simple. It is extremely 
difficult to be both simple and 


original; most good simple 
designs have been thought of 
already. 


The attractive shape of this Day- 
time Perfume bottle by Atkinsons 
is a reminder that, when original, 
simplicity always pays. 
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The attractive shape of this 
perfume bottle by Atkinsons is a 
reminder that, when original, 


simplicity pays.” 
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The kind of person 


who always orders 


Churchman’s No. 1 


cigarettes a 
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...1s the kind of 
person who reads clea 
The Listener 
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Advertisement Department, B.B.C. Publications, Broadcasting House, P. wi Place, ATE 


Gordon & Gotch Advertising Lid. 
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Consumer Goods 
Distribution 

The Distribution of Consumer Goods 
A factual study of methods and costs in 
the United Kingdom im 1934, Economic 
and Social Studies IX, National Institute 
of Economic and Social Research By 
James B iefferys (Cambridge University 
Press, 346) 

One of the most important 
branches of the British economy 
the structure of selling commodi- 
ties to the final consumers, has 
been woefully neglected in the 
past Since Braithwaite’s and 
Dobbs’ book, The Distribution of 
Consumable Goods, which ap- 
peared in 1932, only Hermann 
Levy made an attempt in his 
Shops of Britain to throw light 
on this subject which is of such 
great importance to the state, the 
manufacturers, the wholesalers, 
retailers and the consuming pub- 
lic alike 

It is the more welcome that a 
new attempt has been made w 
discover the structure of the 
distributing system + in this 
country. It is even more welcome 
that this study is based on scienti- 
fic research into 90 per cent of all 
commodities sold to the con- 
sumers, and that it is written in 
the spirit of detached learning 
which is so often missing in deal- 
ing with a controversial subject 

The National Institute of 
Economic and Social Research 
has chosen the yea’ 1938 for con- 
sideration, The apparent dis- 
advantage of a year already 
removed, into history is made 
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PRICE 3s. 64. 
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good, however, by the fact that 
the distribution of consumer 
goods can be described for a 
period of time when trade was 
entirely free from the many 
Government restrictions brought 
about by the war and its after- 
math. In addition, information 
received from manufacturers, 
trade Organisations and traders 


REVIEWED BY 


Max K. Adler, 
D.Sc. Pol, B.Sc. (Econ.) 


tends to be franker when it refers 
to a time removed from the 
actions of to-day 

Ihe book deals in turn with 
the methods of distribution, its 
cost and with the structure of the 
distributive trade. Well over half 
of it is given to case studies 
covering nearly a hundred com- 
modities or commodity groups, 
and detailing for each the con- 
sumer’s expenditure, the method 
of distribution and the cost of 
distribution expressed as a per- 
centage of the final price paid by 
the consumer, 


The main conclusions of the 
inquiry are that between 35 and 
40 per cent of the total expendi- 
ture on consumer goods is repre- 
sented by the cost of distribution. 
The author does not comment on 
this figure beyond saying that the 
cost of distribution is by needs 
larger in a highly organised 
society than in a primitive one. 
This percentage is, of course, an 
average, and there are commodi- 
ties where the cost of distribution 
ranges from 76 per cent to 14 
per cent of their retail price. 

These figures, supported by ad- 
mirably clear charts, will remain 
for a long time a bone of conten- 
tion among economists, politi- 
cians and industrialists The 
book, however, does not enter 
into the controversy itself, but is 
satisfied with providing the am- 
munition for it 

Another conclusion is that there 
were 25-30,000 wholesalers and 
about 750,000 retailers in 1938 
Since, up to now, only crude guess 
work was possible on this all 
important subject, we receive for 
the first time a yardstick with 
which to measure the efficiency of 
retail distribution 

The structure of the distribu- 
tion of consumer goods is shown 
in the fact that the proportion of 
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all commodities studied passing 
from manufacturer, grower or 
port to wholesalers and then to 
retailers was 38 to 42 per cent, 
direct to retailers 40 to 46 per 
cent, and direct to consumers 
16 to 19 per cent. 

The book contains a wealth of 
other data. It gives a detailed 
uccount of a large number of 
commodities and the proportion 
for which “independent” retailers 
(which term the author replaces 
by the expression “unit retailer”), 
multiple stores, department stores 
and co-operative stores form the 
outlets. 

The few studies which have 
been made so far in this field 
suffered from a lack of uniform 
definitions of a subject that is so 
wide and complicated; this book 
devotes a large part.to defining 
exactly what is meant by expres- 
sions like “wholesaler” or “cross 
margin”; and an appended glos- 
sary recapitulates admirably 
what has been discussed in the 
body of the book. -It is to be 
hoped that this spade work has 
not been made in vain, and that 
the careful definitions will serve 
as a base to future discussions. 

Time and again, the author and 
the Institute point out that the 
figures presented in the book are 
almost entirely approximations. 
The reason for this is obvious. 
No private body has the means 
and the power of collecting data 
from all those sources which 
would have made it possible to 

(Continued on page 418) 


Future has a serious editorial purpose 


to champion the cause of competitive business 


Future also has a scrious readership 


in industry, commerce and the public services 
Future is therefore a serious advertising proposition 
as Britain’s leading business magazine 


Black and white pages at £80 are available 


consisting of those who earn their living 


The future of British business is the future of Britain 
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FRUIT 

SUGAR BEET 
FLOWERS 
(RON & STEEL 
ENGINEERING 
AGRICULTURE 
BOOTS ESHOES 
DOCKS 
CLOTHING 
TIMBER 
BRICKS 
FORGING 
BREWING 
CANNING 
MANURES 
MATS 

SEEDS 
RAILWAYS 


ONE ORDER 


MEET THE MEN WHO KNOW 


East Midland Allied Press Lte 


ABC Certificate July to December 1949, Net Sales 225,353 per issue 


GEORGE JACKSON, 
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STAN— 


THE STEEL WORKER 


Few people except those actively interested In steel produc- 
tion appreciate the amount of research work scientists have 
done to make it possible for chaps like me to help to produce 
the finest steel in the world. British steel is the finest steel 
and we steelworkers know it and we're proud of it. We've 
a reputation to live up to and that gives us that extra bit of 
pride In our job so vital to full production. 

We work hard, we are well paid, and what's more, we know 
that so long as steel is needed—and it always will be— 
British steel will hold its own anywhere in the world. 

So you can understand why we are able to plan our future 
and that of our wives and children, 

We want to give them the best we can afford to buy. We 
need all sorts of goods. 

We all read the local paper so if you want to sell to us chaps 
let's hear from you through its columns. 


GROUP NEWSPAPERS : 


| NORTHAMPTONSHIRE EVENING TELEGRAPH 
Peterborough Citizen & Advertiser (twice weekly, 
Tues. t Fri.) 
Kettering Leader & Guardian 
Wellingborough News 
Rushden Echo & Argus 
Thrapston, Raunds & Oundle Journal 
Lynn News & Advertiser (twice weekly) 
Bury Free Press 
Suffolk Free Press 
Isle of Ely & Wisbech Advertiser (twice weekly) 
Newmarket Journal 
Market Harborough Advertiser & Midiand Mail 
Lincoinshire Free Press 


Managing Director: 
R. P. WINFREY, M.A., LL.B. 


Rate £3 . 10.0 s.c.i. flat 


Advertisement ; 
LIFFORD'S imine rLeET STREET, €.C.4 
Telephone: Holborn 361! /2 


Manchester Advertisement Mana, 
W. NOEL YULE, c/o HILTON & KAY, 4, WATER STREET, MANCHESTER, 6 
Telephone: BLA 0402 


ONE ACCOUNT ONE RATE ONE MATRIX 
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Seottich Home and Country is an cxcellent medium 
for advertwing w the housewife As magazine of 
the Scotteh Women's Rural Institutes, nt « read in 
all parts of Scotland, the steadily increasing net 
salcs having now reached 18,500. Of special intcrest 
t readers & anything connected with houschold 


kitchen and handicrafts Scottish Home and 
costs 6d. and contains 24/28 pages per 
suc It is represented in London by E. W 


E.W. PLAYER LTD. 


30-32 FLEET STREET: E-C-4 CENrrat2786-7-8 
The London office for some of the best media in the country. 


SED ee 


Staff Security for SMALLER FIRMS 


Unser the “ Imperial Life" scheme firms employing 50 or 
less can offer the same security to their employees as larger 
firms, whilst obtaining for themselves the maximum relief 
from taxation 

Attract and KEEP the right men and women with a properly 
balanced Pension Scheme with Life Assurance Protection. It 
means security for your staff and their families—and a 
contented staff is a loyal one 
Write for full details of the 
Assurance Scheme to: 


IMPERIAL LIFE ASSCE. CO. 


‘Imperial Life” Pension Trust 


OF CANADA 


ited Liability Company 
1AMES'S SQUARE, LONDON SW. 
Telephone: WiHiltchall 9631 


Incormorated om ( 


DEPT AW2 “38 ‘a 


General Manager WO. Crowe 


os“ MILLS & ROCKLEYS LTO. 
Central Offices : 21 QUEENS RD., COVENTRY 


eum 


22 CHENIES STREET-WC'I 
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State definite figures. Only a 
census of distribution, organised 
and enforced by the Government, 
can provide these facts and 
figures. But it is of great advan- 
tage that these estimates have 
been made. Although they can- 
not be given the authority of 
definite statements, they reveal, 
for the first time, the structure 
of the distribution of consumer 
goods in this country, The 
author has no axe to grind, and 
he is always careful to point out 
the deficiencies of his figures. 

When the census of distribution 
has been taken, the study will 
enable the public to see the 
changes in the channels of distri- 
bution as they must have 
occurred between 1938 and the 
present day, This will make the 
book even more valuable, for 
without it no such comparisons 
would be possible. 

This is a work which will not 
only be read by all concerned 
with distribution It will also 
serve as a book of reference for 
many trades, and as the basis 
of economic and political deci- 
sions of great importance to the 
people of this country 


Who's Who In Music 


Who's Who in Music. (Shaw Publish- 
ing Co, Lid ws.) 

Every advertising man who 
wishes to have a complete book- 
shelf of reference works must 
make this volume a “must.” This 
is the first post-war edition of 
Who's Who in Music and 1s 
200 pages larger than the last 
edition published in 1937. It is 
more than a “Who's Who,” for 
in addition to very complete bio- 
graphical] entries, divided for 
readers’ convenience into home and 
overseas sections, there are nearly 
100 pages. of general articles 
covering musical bodies, move- 
ments and matters of note; a 
valuable legal section; a glossary 
of musical terms; and “a vast 
amount of information ‘on the 
“trade” section of music, such as 
instrument makers recording 
studios, repairers and restorers. 
Despite the mass of detail in- 
cluded, the book is easy to handle 
and to consult. 


The “Pall Mall 


Story of the Pall Mall Gazette 
» " W. Robertson Scot Oxford 
University Press 25s.) 

In reading this engaging volume 
one understands even more 
clearly why Robertson Scott was 
supremely successful as editor c/ 
The Countryman He cannot 
resist the inviting byway. The 
mere “story” of the Pall Mall 
Garette (of which he is the sole 
survivor of the office staff under 
Stead and Cook), as re 
this book, could have been told 
in fifty pages instead of 450; but 
by how many historical sidelights 
facts about the famous (particu- 
larly the famous writers), and 


counted in, 
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anecdotes we should have been 
the poorer if it had! 

In spite of the delightful 
dowager-like statement in The 
History of The Times that the 
Pall Mall appealed “to those who 
disliked the vulgarity, as they con- 
sidered it, of the Daily Telegraph 
and the stiffness of the Standard.” 
its story does not lack vitality 
How many of us, for instance, 
are aware of the important role 
made by Greenwood, the second 
editor, in the purchase of the 
Suez Cana! shares? 

On the subject of doubtful ads., 
Greenwood was uncompromising: 

“All quacks are not rogues, and 
some moneylenders deal fairly 
enough, so that to distinguish 
among them is difficult; therefore 
the rule was made to exclude 
them all.” 

(When Robertson Scott started 
The Countryman, the rate cards 
specified 13 kinds of advertise- 
ments that would not be accepted 
—“and we stuck to the rule!) 

It is good to know that more 
journalistic reminiscences are 
promised by the 84-year-old 
author.—M.H. 


IN BRIEF 


Wireless and Electrical 
Trade Year Book, 1950 (Trader 
Publishing Ce., Ltd.. 10s. 6d.) 
contains all the previously pub- 
lished information for traders and 
all engaged in radio, television, 
and domestic electrical manufac- 
ture and marketing, as well as a 
valuable new feature: television 
data, including cathode-ray tube 
base connections, with diagrams, 
and condensed specifications of 
more than two hundred television 
receivers now listed by British 
manufacturers. 


The 


The Times House of Commons 
1950 (The Times Publishing Com- 
pany, 10s. 6d.) gives a complete 
review of the results of the 
General Election. It includes a 
full list of members and their 
portraits; biographies of members 
and unsuccessful candidates; 
complete figures of the poll in 
every constituency; analyses and 
indexes of constituencies and 
candidates: and a map pinpoint- 
ing constituencies and results 
This is a comprehensive guide 
and invaluable reference book. 


Voters’ Choice (Art and Tech- 


nics, Is.) is a report on the 1950 
General Election, compiled by 
Mass Observation Ltd. which 


analyses the reasons behind the 
voting. The report reveals facts 
such as “Mr. Cube, among other 
influences, had made two in five 
aware that there had been talk of 
nationalising sugar.” 


Television in Your Home 
(Iliffe, 2s.), by W. E. Miller, con- 
tains hints for the potential 
viewer, in its 64 pages. The book 
is non-technical and includes 
“What television brings you,” 
“How it comes to you,” “Getting 
the best reception” and W 
diagrams. 
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(BARNET) LIMITED 
167 HIGH STREET - BARNET - HERTS. 


MAY WE PUT OUR 
EXPERIENCE AT 
YOUR DISPOSAL 


Specialists in 
Display and Design 


Actual 
Manufacturers of : 
DISPLAY 


is more than read— 
Units ) 
y 


Sales Aids 

Signs 

Stands in 
all metals in- U 


it’s kept and studied 


ABC NET SALES 292,227 COPIES A MONTH 


— 


£168 a page — Type area 8)” x 6” 
Advertisement Manager 8. H. BOWDEN 
Stitchcra& Ltd., Great West Rd., Brentford, Middlesrx 
Telephone EALing 6283 


Displays by Morey mean increased sales 
Our Aim: Quality combined with economy 


in JUNE 
Sets the corn in tune”’ 


Wisely, the proverb doesn’t promise how many 
calm days to expect. But however change- 
able the weather you can always depend — . 
on safe and pleasurable motoring when ae, aie 
you — This is the woman 
whose husband subscribes to the Investors’ Chronicle. 


Rely on Some would describe her home as luxurious; it is 
certainly well appointed. The key is set by the head 


bp U of the house; an investor of capital who plans most of 
his spending in terms of investment; secking quality 


wherever he goes and whatever he buys. 


, If you would like his custom, and that of a concen- 
The World S trated market like him, advertise in the /nvestors’ 
Chronicle, where the waste circulation is very small indeed. 
Master Tyre | cutie tad dione ales 
Grocer's Hall Court, Lender EC 2 MONerch 683) sd 
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HUNDREDS 
OF BRANDS 


FOR THOUSANDS 
OF WOMEN 


Which brand are the people of Birmingham going to buy ? There are 
over a million citizens in this great industrial centre who by sheer, honest hard 
work are building prosperity for their country, their city and themselves. 

Here, then, is one of the greatest potential markets in Britain. How can it best be 
reached ? How can a product or service make its appeal most felt ? The answer lies in 
the local newspapers. The newspapers that are as much a part of these people’s lives 
as their fireside and slippers. 

Papers like the Birmingham Gazette—over 208 years old, the Evening Despatch, and 
the Sunday Mercury—the only Sunday paper published in the Midlands, have all 
earned a favoured place for themselves in the hearts and homes of thousands of 
Midlanders. Advertisements in papers like these share the atmosphere of reliability 
and trust produced by sound, honest reporting and constructive, unbiased editorial 
opinion. That is why you will find there is no better pulling media for your advertising 
in the Midlands than in the newspapers of the Westminster Press. 


WESTMINSTER PRESS NEWSPAPERS IN BIRMINGHAM 


° BIRMINGHAM GAZETTE 


EVENING DESPATCH 
———- SUNDAY MERCURY 


All Members of the 
Audit Bureau of 
Circulati 


ERNESTELUMSDON, London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 


London Office: Leeds Office: Manchester Office: 
The Newspaper House, Russell Chambers, Midland Bank House, 
167/170, Fleet Street, E.C.4 Merrion Street, LEEDS, 2 26, Cross Street, MANCHESTER, 2 
Tel: CENTRAL 3265 (13 lines) Tel.: LEEDS 24998 Tel. BLACKFRIARS 3930 
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On-the-Spot Planning 


ECAUSE an advertising 
campaign happens to be 
successful in the home 

market, it must not be assumed 
that the same campaign will 
necessarily be equally successful 
overseas. Yet some manufacturers 
erroneously plan their export ad 
vertising on the home model, for 
getting that the overseas market 
iS not just one market, but a 
serics of autonomous markets, 
each reacting to totally different 
stimuli, with tastes, habits and 
impulses very different from those 
at home 

Each overseas market needs a 
specialised advertising technique, 
moulded to the trends, buying 
habits, apathy or otherwise of ifs 
inhabitants. 

Few British manufacturers 
have their own overseas sales and 
advertising organisations located 
in overseas markets, with the 
result that the overseas distribu 
tion and advertising of most 
merchandise is in the hands of 
local agents or distributors, who 
operate for their British principals 
under various forms of agreement 
in which advertising arrangements 
may be covered in detail, or not 
mentioned at all 

Under some arrangements, the 
manufacturer makes an annual 
advertising gramt to the overseas 
distributor, Others make no such 
direct grant, but leave the distri 
butor to find his own advertising 
budgct by means of a margin 
which is included in the ultimate 


local selling price of the mer 
chandise 
Some manufacturers, having 


agreed with their overseas distri 
butor on the method of allocating 
advertising costs, are then content 
to leave all advertising arrange- 
ments in local hands, supporting 
their action by the argument that 
the local man, knowing his mar 
ket, will know how best to adver 
tise. So long as the distributor 
Maintains turnover, and sends 
home the occasional clipping, a!! 
is well 

On the other hand. there is the 
manufacturer who arbitrarily lays 
down how his product shall be ad 
vertised overseas, and controls 
policy down to the minutest deta! 
This type of manufacturer som 
times seeks to repeat in an over 
seas matket a camnaign that may 
have been successful at home. His 
argument is that it is his product 


his money, and if his home adver 
tising campaigns are successful 
then surely those same campaigns 
repeated overseas, will be success- 
ful also 

Both these methods are wrong 
By the one method, littl or no 
control is exercised. By the other. 
too much. Rather there should 
be close and constant co-opera- 
tion with the man on the spot, 
ind an advertising policy evolved 
that takes into account the 
idiosyncrasies and sometimes 
peculiar conditions that are 
found abroad. 


Products Of 
Mass Appeal 


\ manufacturer who secks to 
capture an overseas market must 
be prepared, if necessary, to make 
drastic changes in his advertising 
ippeal as compared with the 
policy he follows for the home 
market. This will apply particu 
larly if his product is one that 
has a mass popular appeal, like 
cigarettes or sweets and similar 
products for wide use or con- 
sumption by all classes of people 

The greatest caution must be 
exercised in framing the advertis 
ng policy for such merchandise 
in native markets. A little thought 
will show that a campaign based 
on home practice is of little use 

such markets, and a manufac- 
turer Who insists on repeating a 
successful home advertising cam- 
paign in such markets is not only 
wasting his money, but is 
noning a grave risk of creating 
prejudice against his merchandise 

In some native mass markets 

re is alwavs a large proportion 
of potential users or consumers 
who, unfortunately, are illiterate 
or whose education is of the 
sketchiest, as is evidenced by the 
type of letter with which most 
manufacturers with export con 
nections are familiar 

If a product is to gain a firm 
foothold in such a market, the 
idvertising presentation must 
subtly recognise this lack of 
education, In some cases, it may 
he necessary to revise drastically 
packaging design and even brand 
names because the average native 
tends to choose and buy merchan 
dise by symbol rather than by 
srand designation. For instance 
n some native markets, my Com- 
sany’s product is asked for 
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Export Advertising Calls For 


“A manufacturer who seeks to 

capture an overseas market 

must be prepared to make dras- 

tie changes in his advertising 
appeal.” 


in some native equivalent of 
“Butler Man Cigarettes,” and the 
products of John Player & Sons 
are identified as “Sailor Man 
Cigarettes,” and so on 

A brand name which may oe 
popular here at home, and which 
may not cause offence to any- 
body can, if used in some native 
markets, be the cause of a com- 
plete boycott. Some brand names 
lend themselves to translation 
admirably, but it can sometimes 
happen that a brand name when 
translated into native idiom, may 
be offensive to native ears, and 
may even be grossly obscene. So 
watch this point 

Another factor of importance 
in the advertising of brand names 
overseas is to ensure that a brand 
name cannot offend native reli- 
gious or racial susceptibilities 
Brand names which make use of 
the names of animals, for ex- 
ample, “Cow” Brand, “Elephant” 
Brand and so on should always be 
suspect until it is proved that 
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says SYDNEY WILDMAN, of J. Wix 
& Co. Ltd., manufacturers of Kensitas 
cigarettes, and big - scale exporters. 


their use will net give offence, 
remembering the religious venera- 
tion with which these animals, to 
mention only two, are held by 
some native communities. 

In advertising to non-native 
countries, or to countries where 
educated white elements are pre- 
dominant, the possible pitfalls are 
not so great, but it must always 
be remembered that pitfalls, if 
not immediately apparent, are 
sometimes only just beneath the 
surface. If a British advertiser, 
by reason of his lack of know- 
ledge of local conditions, customs 
or antecedents of any country 
wherein he wishes to sell his pro- 
duct, puts up an advertising black, 
it may take years to live it down 
In the meantime, his competitor, 
who thought before he advertised, 
may obtain a firm foothold. 

So, when planning his export 
advertising, a manufacturer 
should always consult with those 
in close touch with conditions 
overseas, and keep on doing so. 
He should be guided by the ex- 
perience of those who are doing 
the actual selling. Above all, he 
must not insist on the use over- 
seas of home advertising cam- 
paigns, brilliant and successful 
though they may be, until he is 
certain that they will measure up 
in every way to the exacting needs 
of overseas markets. 


“British Advertisers Will Soon Use 


Canadian Commercial Radio” 


Before long, British exporters 
will be using Canadian commer- 
cial radio to publicise their 
wares, thinks Mr. Harry Sedg- 
wick, president of station CFRB, 
Toronto, who recently made a 
trip to this country. He has ap- 
pointed Overseas Rediffusion Ltd 
to represent his station in Britain 

Mr. Sedgwick found the ad- 
vertisers and agencies he inter- 
viewed more interested than he 
had expected in the possibilities 
of selling to Canadians by means 
of commercial radio, though he 
idmits that British business as a 
whole is unaccustomed to the 


idea of advertising by this 
medium 
Given “proper development 


and promotion,” however, resist- 


ance to the idea can be broken 
down, he believes. 

Though the money situation 
was much easier than he thought 
it would be, Mr. Sedgwick feels 
it important to use any device to 
help exporters to conserve dollars. 
One suggestion he makes to this 
end is to have internationally 
known artists living in Britain 
record programmes in London 
These could be shipped to Canada 
on dises with “open ends” for the 
insertion of commercials written 
and read for Canadian consump- 
tion 

While in Britain, Mr. Sedgwick 
told textile manufacturers that to 
reach the U.S. market through ad- 
vertising they should brand goods 
more than they do at present 
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BINS TEX UES 


sells to trade 


buyers overseas 
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SPECIMEN COPIES AVAILABLE TO MANUFACTURERS AND THEIR ADVERTISING AGENTS 


“BRITISH TEXTILES” 
(Published by “The Drapers’ Record’’) 
229/231 HIGH HOLBORN 
LONDON - Wr: ce s 
Telephone: CHAncery 6291 
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" EXPORT MARKETING 


Seandinavia — Land 
Of Promise For U.K. 


CANDINAVIA has _ for 

long been a traditional 

market for British goods 
and, since the war at any rate, a 
very fruitful one. The dawn of 
1950 saw Sweden in a sound 
economic position. In foreign 
trade she had reached equi: 
brium, her foreign currencies had 
attained workable proportions 
industrial production was satisfac 
tory, there was virtually no un 
employment and on the money 
market general optimism pre 
vailed. 


Trade between the U.K. and 
Sweden is, of course, controlled 
by the trade agreement reached in 
London last year Under this 
agreement there will be a much 
higher volume of exports from 
the U.K. during 1950 and, pro 
vided our manufacturers study 
Swedish requirements closely, our 
trade should continue to increase 
very substantially, But it must 
be remembered that Sweden is u 
buyer's market and price and 
quality are of prime importance, 
especially now German competi 
tion is becoming formidable. The 
value of exports to Sweden under 
the agreement is £73 millions a 
year. 


St. Erik's Fair, 
1950 


U.K. exporters who are tack 
ling Sweden seriously will be in 
terested in the St. Erik’s Fair, to 
be held in Stockholm between 
August 26 and September 10 
which will be a useful shop win 
dow for showing all types of 
products, Last year 19 countrics 
took part in this Fair, including 
several from behind the tron 
Curtain. There was also a strong 
German element. In view of the 
high standard of presentation at 
the St. Erik’s Fair exporters 
should be careful to see that leaf 
lets and posters are plentiful and 
well produced and that displays 
are mounted on stands of modern 


design. It goes without saying 
that all literature should be in 
Swedish 


A long term demand exists fo 
mechanical handling equipment 
scientific and surgical instruments 
all kinds of cars, trucks and agr 


cultural equipment, films and 
scientific equipment, books and 
magazines, hand and machin 


tools, chemicals, electronics and 
high quality textiles. 

In general, the standard of ad 
vertising, publicity, packaging and 
presentation is very high in 
Sweden. 

Among the most 
daily newspapers are: 
Morning 

Svenska Dagbladet, 2 od 

Circulation: Week-day 84.‘ 

unday 

Dagens Nyheter, 2 ed. Stockholm 

C revlation 


important 


Stockholm 
on 


277.000 


Junr 1, 1950 


In this analysis of the markets for British goods in 
Sweden, Denmark and Norway, JOHN WESTOVER 
finds grounds for optimism — but sounds a warning. 


Exporters 


populated and the Danes are a 
well educated people most 
interested in all goods likely to 
improve their standard of living 
But to sell in this market, con- 
sisting as it does of some 7 mil- 
lion people living in more than 
a million homes, many methods 
of publicity must be combined. 

Of them all, advertising is the 
most important, and of all the 
newspapers the dailies are the best 
medium. The Danish daily Press 


@ Value of exports to Sweden 


million a year. 


under the trade agreement is £73 


@ Many methods of publicity must be combined if we are to 


sell to the Danes. 


@ At present, Norway's interest in imports is mainly confined 


to capital goods. 


Stockhoim Tidningen, 2 ed Stockholm 
Circulation: Week-day 165,200 
Sunday 208.700 
Handelttideing, Gotebore 
Week-day 45.700 


Coteheres 
(weulation 


Saturday 64.400 
Sedsvenska Dagbladet, Maimo 
Circulation: Week-day 61,700 
Sunday 118.000 
Frvening 
4ftontladet, Stockholm 
Circulation: Week-day 159.900 
Sunday 174.200 
PE xpressen. Stockholm 
Cirreulanon:; Week-day 100,900 
Sunday 124,200 
For Denmark, too, 1950 


dawned as a year of promise for 
British exporters, In that country 
there are good profits, wide em- 
ployment, and well-stocked shops 


While the endeavours of Den- 
irk, Norway and Sweden ‘to 
cate a Scandinavian customs 
ion have not succeeded, the 

Uniscan agreement has been 


huiled as a step in the right direc- 
toon. The trade talks which began 
October last between Denmark 
d the U.K. were resumed in 
January and agreement was 
ched to trade at a higher level 
than that of 1949. Latest figures 
show that the volume of trade 
between the two countries was 
ich larger in January this year 
than in January 1949, for imports 
from the U.K. amounted to Kr 
186 million, against Kr. 105 mil- 
on 
Despite its smallness the 
Danish market is of high impor- 
The country is densely 


tance 


is largely of a political character 
In Copenhagen the leading morn 
ing papers are the Berlingske 
Tidende, Politiken, Social- Demo 
Kraten, and  Nationaltidend: 
There are a number of smaller 
papers, including Morgenblader, 
the Borsen—the paper of trade 
interests—and Kristeligt Daghlad 
which represents the views of the 
churches. All these papers have 
a nation-wide circulation In 
Copenhagen there are a number 
of other noon and evening papers 
some of them with a considerable 
circulation 

The most important advertising 
organs, other than the daily Press 
are the illustrated weekly papers, 
some of which again, hive a sub- 
stantial circulation. Many of the 
dailies have Sunday illustrated 
supplements 

Danish shops attach high im 
portance to window display, and 
exporters of consumption goods 
will therefore be wel] advised to 
prepare good show cards and 
even complete window displays as 
sales promotional means. Again 


it must be remembered that 

Danish, not English is the 

language of Denmark 
Advertising films are also im- 


portant, for in most of the Danish 
cinemas these are run as part of 
the programme An important 
medium in Copenhagen is trans- 
port advertising. and advertising 


by means of electric signs is 
general throughout Denmark 

Of the three Scandinavian 
countries Norway, owing to the 
war, is finding the most difficulty 
in trading conditions. Neverthe- 
less, the value of Norwegian im- 
ports, excluding ships, rose from 
Kr. 328 million in December 
1949 to Kr. 332 million in Janu- 
ary 1950, the rate of exchange of 
the Kroner being 20 to the € 
sterling. 

Norway is increasing her trade 
with the O.E.E.C. countries—cer- 
tainly her trade with the U.K. is 
growing considerably and imports 
from and exports to the U.K. 
totalled Kr. 640-2 and 385-9 mil- 
lion respectively during 1949, 
against Kr. 484 and 325-3 million 
in 1948, 

On the whole, Norway is de- 
voting her energies to measures 
for ensuring the country’s 
security, She too has difficulties 
about subsidies, which now run 
at over Kr. 1,000 million a year, 
and also with an adverse balance 
in foreign trade. The excess of 
imports over exports amounted 
last year to Kr. 1,300 million 

As things are at the moment, 
Norway's interest in imports 1s 
limited in the main to capital 
goods rather than consumption 
goods, so that advertising an! 
publicity does not rank in the 
same order of importance as it 
does in her two sister countries. 
However, Norway is struggling 
to free her trade and there is 
likely in the next few months to 
be a considerable increase in im- 
ports into that country. Many 
import restrictions must inevit 
ably continue in order to prevent 
loss of foreign exchange 
“Newsweek” Pamphlet 

Can we finance a welfare state 
without tumbling into Socialism? 

Are taxes killing our economic 
growth? 

Last December the American 
magazine Newsweek set out to 
answer these two questions as far 
as they concerned the U.S.A. The 
resultant articles aroused so much 
interest that they were reprinted 
as a pamphlet entitled Taxes 
How Much Do You Really Pay’ 

Over a million copies have been 
printed to date 

Newsweek is represented in 
Britain by Joshua B. Powers Ltd 
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AL who have seen 
the dummy kwow that an 
tilvaordinarily fine Supplement 


will be bound into the Nov, ison 
SOUTH AFRICAN 


D This Festival of 
Britain Supplement 
spotlights Britain in Festival 
Time with factual guidance, h This dummy can be seen NOW * It is an 
maps, illustrations and up-to- earnest of the interest which the Festival Supple- 
the-minute feature articles. ment will hold for South Africans ... a guarantee 


Copy in London ( 


by AUG. 14 


Set out in its beautifully printed that many a copy of November's Milady will travel 


pages is all the attraction of the to the U.K. with its readers... a hint of its very high 
Old Country for those many potential value to prompt-acting British advertisers. 
readers of Milady who have the * Write for further details, rates and specimen 


copy of Milady, the journal which reaches 
: " homes with high-epending power throughout 
time, money and intention to ao taken he 
visit London and tour around 


the United Kingdom in 1951. 


SOUTH AFRICAN JOURNALS LTD. 
nol 34-5 Norfolk Street, Strand, London, W.C.2. _ Telephone: TEMple Bar 6691 
—— House, Quay Street, Manchester, 3 Telephone: BLAckfriars 3169 


tes are biggest in NEW YORK Advertising to the Top 
For everything that Britain exports, there is one of the Market? 


concentrated market in America ... single city 
that buys more than many whole states: New York. 


Toke cars: New York buys one car in every 1} @ IN ARGENTINA IT’S LA PRENSA 

sold in the whole United Stotes. It does better. it 

buys one Lincoln or Packard in every 7, one IN DENMARK IT’S BERLINGSKE TIDENDE 
Cadillac in every 6. And (we Gre told) one cor 


of o typitol British make In every three imported IN FINLAND IT’S UUS! SUOMI 


into the USA, New York is by far your 


biggest quolity market. 
and in New York... 


You can sell the — alah cust 
even with a moda advertising budget—through 

cu UE, the city’s own magazine. CUE's redders. 
wo twice as many Buicks os Fords ... more 
Cadillacs than Chevrolets ... twice as man 
Packards,; Lincolns and Oldsmobiles as Ply 


3 | 
Bs: And they're equally good customers for Chet | IN ANY CASE IT’S gy 
~ a quality ie | 


“For focts on the New York market cad CUE in N.Y. Write: 
Ad M@r., CUE, 6 Eout 39th SLM. Y. 16, NOV, UGA 


C3 


IN NORWAY IT’S AFTENPOSTEN 


N SWEDEN IT'S SVENSKA DAGBLADET 


IN U.S.A. IT'S THE NEW YORK TIMES 


IN VENEZUELA IT’S EL UNIVERSAL 


ae 


JOSHUA 8B. POWERS LTO... 
Representatives of the World's Great Newspapers 
| 14, Cockspur Street, London, $.W.! 
| Tel: WHI 3305 
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paper by using 


Tel. 646355 
Cables 


obtained tree 


Will Kitchen 
E.C.4 


Second Edition 


Administration 
of Marketing 
and Selling 


By Harold Whitehead, BBA. F.LIA 
A new edition of this standard work 
by the well-known business consul- 
tant. ADVERTISER'S WEEKLY said 
of the First Edition ‘This book is as 
timely as it is important. It should be 
in the hands of everyone concerned 
with selling, advertising and market 
ing, for its contents are an authorita- 
tive survey of the entire field of 
producing, distributing and selling 
goods" 


A Pitman 
Bool; 


de Volksk rant 


1s delivered daily to 160.000 well-to-do ,,larger family” 
homes, with their high family budgets 
from their confidence in their favourite family oews- 


de Volk skrant 


(The People’s Journal) 
N.Z Voorburgwal 345, Amsterdam-C, 
107459 
Volkskrant 


An independent readership survey can be 


Teleph. CENTRAL 1960, 3133, 3754 


Gain sales 


42793 
Amsterdam 


1 request from: 


141 Fleet Screet, London, 


LL 


(NEWS) 
OPSA DATA 


BILLPOSTING—Egypt. 
Exhibition of posters on 
controlled and supervised 
hoardings can now be carried 
out in Cairo, Alexandria, Port 
Said, Tanta and Mansourah. 
Particulars on request. 


AL ASSAS, Cairo 

Format has been changed to 
Page 17” = 12” with 5 cols to 
page, each 47mm wide 


Al! Particulars on Middle East Press from 
GEORGE YOUNG 
OVERSEAS PUBLICITY & SERVICE AGENCY [" 


110 Fleet St.london. EC4 Cen 549467870 
7H. 


| 
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America Is Buying 


June 1, 1950 


SCHWEPPERVESCENCE 
In A Big Way 


CHWEPPES, a _ household 

name in Britain, have been 
famous for table waters since 
1791. They are now succeeding 
brilliantly in marketing soft 
drinks in the U.S.A... where 
their distributors are the Heublein 
Food Importing Co. of New 
York. The genial vice-president 
of that company, Mr. Bill Dolan, 
claims to have contacted all the 
leading distributors of food and 
drink to ensure that Schweppes’ 


products can be obtained 
throughout America Americans 
are increasing their demand for 


traditional British ginger beer and 
are rapidly acquiring the habit of 
using British tonic water (under 
the name of quinine water) with 
their gin. 

The measure of the firm's suc- 
cess is that in 1948 their exports 


to U.S.A. very considerably ex- 
ceeded those of 1938, and that a 
further impressive increase was 
recorded last year They have 
long realised that their appeal 
in the U.S.A. is not merelye 


to drinkers of alcohol, 38 
per cent of the American 
population are total abstainers, 
while 45 per cent are only occa- 
sional drinkers Thus a vast 
market exists for drinks—a 
market whose growth is revealed 
in the spectacular rise in the com- 
parative figures of consumption 
for 1935 and 1948. In the former 
year the Americans drank about 
37 bottles a head and in the latter 
165 bottles 


soft 


Schweppes’ sales drive in 
America is backed by a very wide 
advertising campaign, including 
the New Yorker, Life. Gourmet 
New York Daily Herald, and 
many other leading newspapers 
and magazines. In conjunction 


with this a vast mail order cam- 


paign has been carried out. More 
than one million letters and 
leaflets have been circulated 
calling attention to the advertising 
and characteristic packs 

Schweppes’ advertising in 
U.S.A. is handled by Hewitt, 
Ogilvy, Benson & Mather Inc. 

In this campaign there is no 
attempt to disguise the fact that 
Schweppes’ soft drinks are expen- 
sive. Indeed, this is emphasised 
in the copy. Americans are told 
plainly and firmly that Schweppes’ 
imported ginger beer is the 
Strongest, most expensive soft 
drink in the world. These drinks, 
say the ads., have been part of 
the warp and woof of the “good 
life” as lived in England since the 
days of George III, and that only 
three living souls know the secret 
formula used in making 
Schweppes’ ginger beer. 


Six Months’ Ad. 
Appropriation 


Great importance is attached to 
promptness of delivery. No distri- 
butor is given cause to complain 
that stock is not on his shelves 
when he needs it. Stocks are held 
by the Heublein Co. in New 
York, and replenished as neces- 
sary. The managing director, Mr. 


F. C. Hooper, visited America 
early this year to examine the 
market and to see how best 


Schweppes’ exports could be ex- 
panded. The immediate result 
was a large appropriation for 
Press advertising for the period 
January-July 1950. 

Window display and exhibition 
material, all in the American 
genre, is being distributed all over 
the country, and there will be a 
Schweppes’ exhibit at the Chicago 
Trade Fair in August.—J.W. 


kurniture = Exports—A Joint Efjort 


Leading furniture manufac- 
turers in Scotland have formed a 
Scottish Furniture 
Manufacturers Ltd.--which will 
promote a dollar export cam- 
paign, undertake market research, 
commission the designers, and 
allocate the manufacture of the 
furniture to individual firms 

It has already carried out a 
preliminary survey of prospec- 
tive markets in the United States 
and Canada. Leading British fur- 
niture designers have been com- 
missioned to prepare designs for 


new company 


these markets and these designs 
are now in the process of manu- 
facture This is the first time 
that the manufacturers of a lead- 
ing Scottish industry have joined 
together to launch a new com- 
pany with the primary aim of 
promoting exports to the dollar 
markets 


Air passengers in transit may 
days in Portugal 
and may extend 
another six days 


now stay four 
without 
this period by 
on request. 
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O promote trade between 

Britain and Venezuela, a 
new organisation, Asociacion 
Venezolano - Britanica de 
Comercio, has been set up in 
Caracas, its sponsors being H.M 
Embassy, the Federation of 
British Industries and the Shell 
Companies. Membership is open 
to Venezuelan and British 
individuals and firms from the 
local community, and to 
individuals and firms in Great 
Britain. Offices will be in the 
new Shell building in San 
Bernadino, Caracas; for the 
present correspondence may be 
addressed to the Secretary, Mr. 
R. E. Henry, Edificio Ambos 
Mundos, Principal a Conde 12-6 
piso, Caracas. 

* 


» 
NEW weekly = jeurnal, 
Wealth, is scheduled for 
publication from Karachi 
(Pakistan) early this month. 
Wealth will aim at providing 
businessmen with “factual and 
accurate information, including 
Statistics and weekly analytical 
reviews, about the progress of 
commerce, trade and industry in 
the new Dominion of Pakistan 
and the neighbouring countries 
of the Middle East.” Both illus- 
trations and advertisements (in 
colour if desired) will be carried. 
The publishers are Forum 
Publications, Robson Road, 
Karachi, Pakistan. 
* * 


* 
IRMS with fewer than 50 
employees account for 30 
per cent of all labour engaged in 
Swedish industry. There are 
about 125,000 small concerns in 
the country, making a big range 
of products, from home handi- 
craft items to heavy machinery. 

* * * 


N International Industries 

Fair will be held in Karachi 
from September 1 to October 10 
this year. Its purpose js to intro- 
duce Pakistan as a potential mar- 
ket for industrial products. Pro- 
ducers, manufacturers, exporters, 
importers and agencies of coun- 
tries engaged in international 
trade have been invited to take 
part 


* * * 
RITISH Export Trade Adver- 
tising Corporation has dur- 

ing the past year handled some 


Round The World Quickly 
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30 new advertising campaigns 
covering about 60 countries and 
in more than 30 languages. Over- 
seas advertising is handled for 
British firms not only by 
B.E.T.A.C. itself, but also by its 
member advertising agencies 
There is an excellent library of 
media at the B.E.T.A.C. office, 
Premier House, Dover Street, 
W.L. 


* aa * 


OME idea of the work in- 

volved in producing promo- 
tion literature and press cam- 
paigns for the multi-lingual 
populations of India and Pakistan 
is given by the photograph re- 
produced here. It shows a set 
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of logotypes—in eleven languages 

for products of Shalimar Paint 
and Varnish Co. Lid., Calcutta 
Great care is necessary to ensure 
that “made-up” words, such as 
Durolac, Mattkote, etc., are sen- 
sibly and correctly translated 
One or two trade names have be- 
come either meaningless or ridi- 
culous through incorrect trans- 
lation. (See “Export Advertising 
Calls For On-the-Spot Planning,” 
page 422.) 


Leather in a great variety of 
forms—-from women’s suéde hats 
to the most capacious luggage—1s 
handsomely illustrated and 
described in the spring number 
of Envoy, an export publication 
of the Leather, Footwear and 
Allied Industries Export Corpora- 
tion Ltd. 

Printed letterpress by Keliher. 


Tells The World About Our Leather 


Hudson & Kearns Ltd, Envoy 
has an editorial in English, 
French and Spanish, backed up 
by 34} pages of member firms’ 
advertising 

Since last autumn, “Leather 
Weeks” have been held in Canada, 


Australia and Bermuda, with 
good results. 
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BY APPOINTMENT PUBLISHERS OF 


BRADSHAW'S GUIDES TO HIS MAJESTY THE KING 
HENRY BLACKLOCK & CO. LIMITED, PROPRIETORS AND 
PUBLISHERS OF BRADSHAW'S BRITISH RAMWAYS GUIDE 


The Guide 

that covers 

the whole 
Country 


RADSHAW’S is the only complete guide 
to the British Railways. It is consulted 
thousands of times daily, in winter as well 
as in summer, by the travelling public through- 
out England, Scotland, Wales, Northern 
Ireland and Eire. It provides a national 
coverage at low cost, and because it is in use 
whatever the season, it is a first choice for 
all Autumn schedules for all National adver- 
tising campaigns. Sbdlus positions are available 
from £15 a page per month. Marginal spaces 
at foot of index or service pages £3 each per 
month. Special prices quoted for twenty -five or 
more per month. Write or ‘phone for complete 


advertisement rates to: — 


BRABSHRAW'S 
Railway G uide 


and 


‘Motel Directory 


BRADSHAW HOUSE, SURREY ST., LONDON, W.C.2 
Telephone: Temple Bar 2842-3-4 
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Every town of importance in these rich agricultural 
counties of Southern England is well covered by 
National Solus Sites. You can always be sure that 
our sites will give your product the predominance 
and clear display that arrests attention. 


Cheam Wallington Mayes 5, Green Rainham Milton Regis 
Burgh Heath Whyteleafe fiverhead 


Ensbry Down Christchurch 
Branksome 


NATIONAL 


$4/60 STRANO LONDON 


SOLUS SITES LIMITED 


w.¢.3 . 


TELEPHOWE TRAFALGAR 4922-3.4 


Members of the Solus Outdoor Advertising Association 


Print in the South 


Preferably with the: 


BOURNEMOUTH TIMES 
LTD. 
BOURNEMOUTH 


Westbourne 63271 (10 lines) 


BRANKSOME 


"Phone: 
IN LINE PRODUCTION ON ONE FLOOR OF 
PERIODICALS; MAGAZINES; NEWSPAPERS 


‘ 


Ludlow Installation, 2 


colour Magazine Rotaries 


ECONOMIC METHODS MEAN ECONOMIC COSTS 
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KENT ¢ SUSSEX ADVERTISING Qeteice LTD 


2 HIGH STREET - CANTERBURY 


PHONE + CANTERBURY 4471 * CRAMS KAYESSADS 
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This Market 


By B. D. COPLAND 
Of London Press Exchange Ltd. 


HE area with which this 
survey deals consists of the 

counties of Kent, Surrey, Sussex, 
Hampshire, Isle of Wight, 
and Dorset. This south-eastern 
corner of England is dominated 
by London and, in considering the 
marketing potentialities of the 
area, the first task is to determine 
the extent to which the inhabi- 
tants look to London for their 
work, their shopping and their 
entertainment 

Greater London, with a popu- 
lation of 8,390,941 (mid-1949), 
stretches far into Kent and 
Surrey, and those parts of the two 
counties which fall within the 
Metropolitan Police District must 
be treated as part and parcel of 
London They are, in conse- 
quence, excluded from this sur- 
vey. Table I (page 430) gives the 
population of each county, and 
shows that just over 4 millions are 
resident in the survey area 

The influence of London does 
not cease at the rather arbitrary 
boundary of Greater London, for 
the true extent of a markcting 
area can almost always be better 
defined by reference to transport 
facilities than by administrative 
boundaries. From one point of 
view practically the whole of 
Kent, Surrey and Sussex can be 
regarded as an appendage of 
London, in that the suburban ser- 
vices of the Southern Region make 
it possible for even the inhabi- 
tants of the South coast towns to 
work in London and to visit the 
Metropolis for entertainment. 
What is more important, the in- 
fluence of the London Press and 
the advertising it carries is felt 
throughout the three counties 

For all practical purposes, how- 
ever, the boundary of the London 
Transport area can be taken as 
marking the extent of London's 
influence. The services provided 


by the London Transport Execu- 


tive extend south into Sussex as 
far as Horsham, south-east into 
Kent as far as Sevenoaks and 
south-west into Surrey as far as 
Guildford. 

The map overleaf shows the 
parts of Kent, Surrey and Sussex 
which fall within the London 
Transport area 

These portion of the three 
counties may be termed the 
“London fringe,” as a goodly pro- 
portion of the inhabitants travel 
frequently to London although, 
of course, they rely upon local 
facilities for day to day shopping 

A further distinguishing feature 
of the survey area is the coastal 
belt. Between Whitstable on the 
north coast of Kent and Lyme 
Regis in the extreme west of 
Dorset there are rather more than 
40 seaside towns, and these can 
be treated for many purposes as 
a single entity with clearly defined 
characteristics. The survey area 
then can be conveniently divided 


imto three parts—the “London 
fringe,” the coastal belt and the 
hinterland between the two. 


Table I illustrates these divisions 
county by county. 

Roundly, 13 per cent of the 
population live in the London 
fringe, 46 per cent in the coastal 
belt and the remaining 41 per 
cent in the hinterland, It seems 
apparent that any detailed treat- 
ment of the marketing potentiali- 
ties in this area must take these 
facts into account. To think of 
any of the counties (and in par- 
ticular, Kent, Surrey and Sussex) 
as single homogenous areas would 
be to ignore many of the factors 
which make up the difference 
between a marketing survey and a 
geographical resumé 

Before dealing with each of 
these three divisions in turn, it 
will be as well to bring together 
the available information relating 
to industrial and other activities. 
Kent, Surrey and Sussex form 


Forceful Advertising Can Win 


part of the Registrar General's 
London & South Eastern Region, 
while Hampshire, the Isle of 
Wight and Dorset belong to the 
Southern Region. 

By detaching the employment 
figures for Greater London it is 
possible to review those parts of 
Kent, Surrey and Sussex which 
are included in the survey area, 
and if to these are added the em- 
ployment returns from the major 
concentrations of population, a 
comprehensive picture of indus- 
trial activity is obtained (Table 
Il, page 430). With this pattern of 
the distribution of insured work- 
people before us, we can proceed 
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to an examination of the different 
parts of the survey area. 

The London Fringe: Half a 
million people live in the 26 ad- 
ministrative areas which border 
on Greater London. This means, 
on the normal basis of 3-5 
persons per family, that there are 
something like 148,000 house- 
wives making their daily and 
weekly demands for household 
goods and services. The area 
serves to some extent as a dormi- 
tory for London, and one may 
expect to find a slightly higher 
percentage of AB class families 
here than in the Greater London 
suburbs. It would be a mistake, 
however, to write off this area as 
a characterless dormitory, There 
are, for example, five townships 
with a population of over 40,000 
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and as many again with more 
than 10,000) inhabitants A) 
these from Dartford and 
Gravesend to Woking and Guild 
ford, have an industrial, commer 
cial and cultural life of their own 
Table U1 lists the more important 
towns in the London fringe 

The influence of London is 
mostly to be felt in an increase 
in the tempo of life and a more 
marked response to the advertis 
ing carried by the London media 
such as the Press, posters and 
transport The satisfaction of 
many of the demands aroused by 
this proximity to London will oe 
sought in the shopping centres 
within the area, and marketing 
plans which have London as the 
focus must keep this fact in 
mind. In general, we may expect 
to find in the London fringe 
fanulies arming at a high stan 
dard of living and, to a great 
extent, enjoying incomes which 
enable them to achieve it 

The Coastal Belt: The most 
obvious activity in the coasta 
belt is. of course, the holiday 
trade, The resident population in 
the urban areas along the coast 
? million, but this figure 
does not, by any means, represent 
the number of persons who can 
be reached and serviced in these 
towns This holiday areca we 
comes every year an influx of 


is almost 


visitors not only from Creat 
London but from all parts of the 
country Some holiday resorts 
have been known to treble thei 
population during the height of 
the season, but even on a muc 
more conservative basis. i w 
be seen that these seaside town 
represent a most important invest 
ment for the advertiser 

Table IV lists the major so 
coast holiday resorts and il! 
trates also their resilience | 
vitality. Out of the cleven a 
shown all but Dover have more 
than recovered from wart 
decreases in population, and es 
Hell Fire Corner ts well on 
way to complete recovery 

Heading the list are the tw 
largest seaside conurbations int! 
country Brighton and Bo 
mouth—and the figures in | 
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Il show how these resorts are 
geared to supply the needs of 
visitors and residents alike In 
the Bournemouth conurbation 
for instance, 17 per cent of the 
insured population is employed in 
the distributive trades as com 
pared with 10-6 per cent for the 
country as a whole Brighton, 
which has an appreciable 
industrial capacity (23:8 per 
cent of the insured population in 
manufacturing industries), never 
theless has 14°8 per cent of its 
workers in the distributive trades 
Similarly, miscellaneous services 
in which are included hotels and 
catering, account for 24:1 per 
cent of Bournemouth's workers 
ind 19 per cent of Brighton's. In 
general, the distribution of the 
insured population in these areas 
may be taken as typical of sea 
side towns, and the figures tell 
their own story of resorts where 
one May expect to find plenty of 
people with money to spend and 
very adequate facilities for sup 
plying their demands 
Although the holiday trade is 
important and any advertiser who 
is prepared to attack these areas 
during their season (which is, of 
course, a long one in this part 
of the country) should reap his 
reward, there is also a permanent 
varket in these towns which 
should not be neglected 
The south coast resorts are a 
favoured area for retirement and 
there is a noticeable difference 
between the age distributions of 
the population here and in the 
country as a whole. The holiday 
resorts not only have a greater 
proportion of persons in the nor 
nal retiring age group—60 465 
nd over—-but also in the $5 60 
oup. Alkhough the older mem 
rs of the population in genera! 
tend to buy less than younger 
vecople. it should be borne in 
mind that those who can afford 
to retire to the south coast at the 
of $§ or more can well be 
\ rected to form i SI iT but 
valuable market for higher class 


roods which will serve in some 


’ sure to balance the seas 
influx of lower income group 
. vend rs Good 4 Ss ret 


establishments abound and th 
should be a steady market for 
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MARKETING DIVISIONS (Population at mid-1949) 
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IlII—MAJOR TOWNS 
LONDON FRINGE 


Fourth in general trade, third 
in tonnage handled, Southampton 
premier passenger port 
With the continued 


the importance of Southampton 


there is now being built what will 


senger terminal in the world, and 
by this summer it will be handling 
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SOUTHERN COUNTIES 


June 1, 1950 


by Raymond Hewett 


“LZ ENT, | sir — everybody 
knows Kent—apples, 
cherries, hops, and women,” 


said Mr. Jingle 

Yes, everybody knows that Kent 
is “The Gatden of England,” but 
this reputation tends to obscure 
the county's importance as an 
industrial area, In the past 25 
years new industries have blos- 
somed with the same profusion 
as the cherry orchards do in 
springtime. 

Kent's prosperity was founded 


on agriculture, which is still the 
staple industry, But the county's 
population has almost doubled 


in the past 60 years, and this has 
been due largely to excellent com- 
munications and the growth of 
new industries 

To-day Kent presents a picture 
of an astonishing variety of in- 
dustries 

Papermaking, cement manufac- 
turing, engineering, and coal 
mining are examples of Kent's 
larger industries, but in every 
centre of population a multipli- 
city of light industries has 
sprung up in recent years. 

For this reason few areas pre- 
sent finer market potentialities to 


the advertiser 

Outside the Greater London 
area, the largest concentration of 
population in Kent the Med- 
way Towns. As well as the great 
naval dockyard and military 
establishments, the Medway 
Towns are now home of 
numerous = industries ranging 
from the manufacture of bull- 
dozers and concrete mixers to 


scientific instruments and oilfield 
equipment 

In Bast Kent many new indus- 
tries are springing up every few 
months. Thanet, with its string of 
famous holiday resorts, has long 
been known as one of England's 
main holiday centres. It is now 
becoming the focal] point of 
many new industries. 

Most of the newsprint used in 
Britain is made in Kent's great 
paper mills, which are situated 
along the Thames at Gravesend 
and Northfleet, at Sittingbourne, 
where the world’s largest paper- 
making machine is in production, 
and in the Maidstone area 

Nearly half of -Britain’s Port- 
land cement is produeed in Kent. 

Apart from the steady increase 
in Kent's population, partly 
accounted for by the spread of 
London into the “dormitory” 
areas of the North-West, other 
population changes are envisaged 
in the Town and Country Plan- 
ning Act. For instance, Ashford, 
possessing the largest cattle mar- 
ket in the south, as well as im- 
portant railway and engineering 
works, is to have its population 
increased from 23,000 to $0,000 

Newspaper coverage of Kent 
is wide and intensive. There are 
nearly 50 newspapers published in 
the county and no community of 
any size is without its local paper 
Two of the papers with a wider 
coverage have circulations ap- 
proaching 100,000. Kent's enter- 
prising papers provide advertisers 
with a fine “shop window” for 
their products in one of Britain's 
best markets 


EAST SUSSEX A CHANGED MARKET 


by R. Ravenshear 


of the 


FPRHE residential and employ- 

ment complexion of East 
Sussex has altered considerably 
in recent years Formerly, 
chiefly a residential and agricul- 


tural area, with some big coast 
towns depending largely on holi- 
day visitors, affording a great 


deal of additional seasonal em- 
ployment, the county has been 
invaded in recent years by light 
industry. Much of this is already 
established, but more is on the 
way as new factories are being 

| built to accommodate it 

The zoning for light industry has 
been carefully carried out by the 


County Planning Authority, so 
that none of the county's attrac- 
| tiveness as a residential area has 


been diminished 


Sussex Express and County Herald” 


The biggest development in the 
county is the new satellite town of 
Crawley. The Development Cor- 
poration which has the task of 
constructing the new town is 
already deeply involved in its 
work, and new factories and 
houses are already going up on 
a large scale, with factories and 
their workers already moving 
down from London. The town 
is planned for an eventual popu- 
lation of 60,000 

There has also been a steady 
increase in the number of people 
employed in agriculture in East 
Sussex owing to the vast new 
areas brought under cultivation 
in recent years 

The Hollingbury Estate at 
Brighton, covering a thousand 
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acres, has 20 acres zoned for fac- 
tories. Twelve factories have 
been planned, four erected and 
two are in operation. In all they 


will employ 3,000 men and 
women who will be engaged in 
light industries such as assem- 


bling accounting machines and 
typewriters. 

The pore and seaside town of 
Newhaven, known mostly for its 
cross-Channel service being the 
quickest sea route between Lon- 
don and Paris, is preparing for 


Kent Messenger 
Aylesford Paper Mills, near Maidstone, is one of the huge mills in | 
the county which produces most of Britain's newsprint. 


photo 


an increase in factories. Seven 
and a half acres have been zoned 
for six factories, some of which 
already have temporary premises 
in the town 

A start has already been made 
on the new factories, and it is 
expected that all will be in full 
production within the year. If 
addition, a large English timber 
sawmills is moving from London 
to Newhaven. The cross-Channel 
traffic using the port has in- 
creased sixfold in four years. 


Agricultural West Sussex 
And The Resorts 


by Eric L. Woodier 


of the “West Sussex Gazette” 


HE coastal belt of the Sussex 

Downs from the outskirts 
of Brighton and Hove to the 
Hampshire border is primarily 
one of England’s loveliest play- 
grounds. Worthing, Angmering, 
Ferring, Rustington, Littlehamp- 
ton, Bognor Regis, and the 
coastal villages around the Selsey 
Manhood, as well as being holi- 
day resorts, provide additional 
dormitories for London and the 
City 

The introduction of light indus- 
tries on the outskirts of many of 
the towns primarily catering for 
the holiday traffic has alleviated 
the problem of seasonal unem- 
ployment. 

The county and cathedral 
centre of Chichester, market for 
a prosperous countryside that 
weathered the economic blizzards 
between the wars with cautious 
stability, established a fifty acre 
industrial estate for new factories 
in the early post-war months 
Another twenty acres were 
acquired by the local authorities 
last month. Factories now manu- 
facture motor accessories, rubber 
goods, print, and other industries 
which have absorbed considerable 
semi-skilled labour 

Civic enterprise has smoothed 
the way for the introduction of 
light industries at Littlehampton 
and Bognor Regis. 

Yards at Bosham, Birdham and 


Itchenor, and on the Hampshire 
shore, build and fit boats of the 
“sharpies,” “fireflies,” and “X” 
classes, sharing the expanding 
business in the south with the 
yards at Cowes. 

Away from the coastal strip, 
as mn the northern half of the 
county, agriculture predominates 

The leisurely days of the carter 
and his horse “wending their way 
homeward in the dusk” has gone 
In their place is a technical young 
farmer, trained in an agricultural 
college and his mechanically 
minded, brisk tractor driver and 
white-coated dairyman 


West Sussex is overwhelm- 
ingly agricultural in its out- 
put. A survey produced last 


month by the County Planning 
Officer, Mr. John G. Jefferson, for 
the area north of the Downs, 
reveals that in the area of the 
Midhurst employment exchange 
no less than 39 per cent of the 
total insured population works in 
some branch of farming. In the 
Horsham district, the figure of 
23 per cent compares with the 
national average of 4 per cent 
who work on the land 

Manufacturing industries, 
which provide employment for 
44 per cent of the national insured 
population, claim only 16 per 
cent in the Midhurst district, and 
22 per cent in and around 
Horsham. 
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SOUTHERN COUNTIES 


Industries Thriving In 
Hants, Dorset, |.o.Wight 


by K. W. Anthony 


of the 


LL other industrial develop 

ment in Hampshire ts over 
shadowed by the giant oil 
refinery project for the Anglo 
American Oil Company now 
being built at Fawley, on the w 
side of Southampton Wate 
Completion is scheduled for 1952 

The plant, when completed, w 
have an output of over five 
lion tons of petroleum produ 
year. In full operation it will con 
tribute approximately 25 per ¢ 
of the refining output of tl 
country 

The Regent Oil Company a: 
proposing to acquire the Super 
marine Works site on the Riv 
Itchen at Woolston, Southam; 
ton. Briggs Motor Bodies Ltd 
of Dagenham, are taking 
Cunlifle-Owen's No. 2 at 
factory to the north of the 

Bettix Lid man 
turers, have subn 
the Southampton Town Plann 
and Development Committee fi 
the erection of a permanent fac 
tory at Northam 


Southern Daily Echo 


An important building—due to 
be completed this June—is the 
three-storey passenger terminal ut 
the Ocean Dock, Southampton 
estimated to cost about £750,000 
It will be used chiefly by the two 
Queen liners on the New York 
run 

Folland Aircraft have 
returned to producing acer 
at Hamble, near 
where large quantities of Van 
wings have been. produced 
De Havillands. The firm 
factured a considera 
of equipment for the 
Brabazon 


now 
opianes 


Southampton 


A report prepared 
request of Southampton Boro 
Counci] states that Sout! 
ind its surrounding dist: 
not fear much unemploy 
to 1954 at least 


impt 


Industria 
ommercial projects approved by 
the Board of Trade include a nev 
power station at Marchwood 

the British Power Boat factory 
Hythe 


The greatest flying-boats ever | 


be built in Britain are taking 
shape at the Saunders-Roe 
Columbine Works at East Cowes 
Isle of Wight 
Three of these Princess’ 
now in an 


aircraft are 


ft construction 


to 


February 

BOA‘ 
ready busy with 
ing the Hythe 
and Southampton’s 
port to allow these 
to Operate from 


Water 


Southampton 


White & Co. of 
wd contracts tor a 


-st-design motor 


tutor 


t we 
the yard f 
world-famous y 
designer, Mr 
Fox who 
autumn burt 


racins 


pled 


June 1, 1980 
east bank of the River Medina 
s being sought by Newport, LW., 
planning au r Quay exten- 
of 600 ft are planned 

Dorset 1s best known as an im 
portant ricultural area and 
popular holiday county 

At Weymouth, largest town in 
the county, t ordinary popula 
tion of 35 now doubles and 
h holiday visitors 
in the summer scason 

From Portland comes the Port 


land stone famor for 


sions 


trepies iisell Wi 


centuries 

In the historic market town of 
Wareham manufactured 
cars and nwate pipes 

Poole rapidly re- 
establishing 1 fame asa 
popular yachting centre; while 
from Bridport the famous nets 
and twine are sent all over the 
world 


A 130-ton “Princess” flying boat under 


construction at East Cowes 


industri 


in the 
Isle of Wight. 


All along the South Coast 


Britain's Biggest Outdoor 


Advertising Contractors 
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New Markets Developing 


in Surrey 


VERY year since the electric 
railway began to spread its 
tentacles into the home counties 
south of London, hundreds more 
people have joined the vast mass 
who daily pour into Waterloo 
station from Surrey 

The population of Surrey was 
estimated at 1,333,330 in Decem- 
ber 1948, an increase of 115,000 
in ten years, and inevitably there 
must come a time when the 
labour market in the metropolitan 
area is full. 

Future industriai development, 
guided by the provisions of the 
1944 Greater London Plan, will 
be small. 

Such development as is likely to 
take place will be at cither end 
of the county—on the Sussex 
border and, more particularly, in 
the Woking, Frimley and Cam- 
berley areas. 

Thus you have Surrey, a 
county with an area of only 
449,160 acres and with a rateable 
value of over £14 million, a figure 
exceeded only by the counties of 


by Anthony Chivers 


London and Middlesex a 
county of scenic beauty, of light 
industries, small factories and 
small farms, and with a popula 
tion which has become, as the 
years have gone by, largely 
“black-coated.” 

The proportion of those who 
are employed within the county 
and those who travel to London 
every day would be hard to 
assess, but in 1948 it was known 
that there were over 50,000 
season ticket holders using 
Southern Railway and Under 
ground stations in the north-east 
of the county 

Light industries already estab 
lished in Surrey turn out almost 
everything from rubber balls to 
optical instruments, but there are 
only a few -big employers of 
labour, including Vickers Ltd., at 
Weybridge, Dennis Brothers at 
Guildford, Petters oil engineers 
at Egham and Lines’ toys at 
Merton. 

Not least by any means is the 
tourist industry 


FORCEFUL ADVERTISING CAN WIN MARKET 


(Continued on page 431) 


around these market towns, In 
Table V1 (page 431) are listed the 
towns (apart from those within the 
area served by London Transport) 
which have a population of 
20,000 or more. The only towns 
in Hampshire and Dorset whose 
populations exceed this figure are 
on the coast, and the major inland 
towns that require mention are 
Chichester (18,020), Horsham 
(17,260) and Dorchester (11,500) 

The importance of the agricul 
tural activity im the area is en- 
hanced by its close proximity to 
London, but even apart from this 
the survey area is entitled to be 
considered as one of the key 
agricultural areas in the country. 
Table VII (page 431) shows the 
acreage under cultivation and also 
gives details of the two major 
crops—fruit and hops. The ares 
contains one-third of the orchard 
and soft fruit and two-thirds of the 


hops in the country. Further to the 
West the emphasis changes to 
dairy and mixed farming and the 
percentage of the insured popu- 
lation engaged in agriculture rises 
to 14 in Dorset 

Broadly speaking this Southern 
part of England represents the 
agricultural, residential and holi 
day side of English life 
Here in the older part 
of England are the homes of 
London's workers, a group of 
favourite holiday resorts, mari- 
time activity and a background of 
agriculture. The 1,175,000 fam: 
lies that live and work in the 
survey area and also the millions 
of visitors who frequent the coast 
and the adjacent countryside con 
stitute a market with a character 
radically different from that of the 
purely industrial areas — one 
which will repay careful study and 
forceful and timely advertising 


KE NT Sport & Entertainment 


REPORTER 


The only periodical of its kind in KENT 
@ FAMILY APPEAL 
@ LONG LIFE 
@ RISING CIRCULATION 
For Specimen Copy, Rate Card 
etc. wrule 


KENT SPORT & ENTERTAINMENT 
REPORTER 


| Townwall Sc. Dover, Kent 


A MUST on 


the Sport & Entertainment Schedule | 


KENTISH 
EXPRESS 


for 
KENT 


Head Office: ASHFORD 
173 Fleet Se., London 


Dover Erpress & East 
Kent Mews 


ESTABLISHED 1858 


Complete coverage of important area of East Kent 
(Population 55,000) 


NET SALE 16,831 crtember ancy 


MINING - AGRICULTURE - SHIPPING - MILITARY - LIGHT INDUSTRIES 
Average |2 columns Smal: weekly is proof of pulling power 


TONBRIDGE-KENT 


Important Market town with Railway junction, 


many light industries, and a population of over 
20,000. Perfect coverage in an ideal test town. 


TONBRIDGE FREE PRESS 


THE ONLY NEWSPAPER PRINTED IN THE TOWN 


Head Office 129 HIGH STREET, TONBRIDGE, KENT. Tel : 2318 
London Representative: A CLAY, 60 FLEET STREET, EC 4. Tel: C&Neral 7500 
caagseEgeseyT Wet sats. 2: BET 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS 
A.B.C. CERTIFIED NET SALES WEEKLY 


80,528 


The weekly average of small classified advertisements is |,249 inches, equalling 5! columns 
ates on application. 


Advertisement Flat Rate 20/- per s.c. inch 


TIMES BUILDINGS SIDCUP Tel.: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn, W.C.1 —Tei.: Holborn 2730 
also at Bromiley, Orpington, Elthom, Bexleyheath, Erith ond Dartford 


DEAL,WALMER, SANDWICH 
AND EAST KENT MERCURY 


Price 3d. 


St. GEORGE'S 
PRESS LTD 


MARGATE KENT 


Deal is an Attractive Shoppin 
Centre for a Progressive Ares 
South East Kent 


A noted Health, Golf and Fishing 


BROCHURES eg ne ay yy | nee 
CATALOGUES engaged in coal-mining 


FOLDERS 


First Class Service Section 


PHONE : MARGATE 2020 


Published by 

Tv. F. PAIN & SONS, LTD 
13 Queen Street, Deal Te! 20 
14 New Street, Sandwich Tel 7) 


| 


ASHFORD BILLPOSTING CO. 
Posting carried out promptly in ek 


KENT, SURREY and SUSSEX e % 
Office 
15, STATION RD. ASHFORD KENT 


Stores : 
2, ELWICK RD. ~~ Tel: 154 | Your 5 Pa 
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ADVERTISER'S WEEKLY 


Mainly Personal— 


By CONTACT 


ALTHOUGH the Incorpor- 
ated Society of Advertisement 
Consultants is now 40 years 
old, B. E. Kent is only its 
fourth presi 
dent Wil 
liam T. Moss 
its = secre 
tary for 
thirty years 
so he should 
know 
claims that 
it is Britain's 
oldest 
socicty ot 
men whox 
profession 1s 
advertising 
Also, that 
B. E. Kent it was first 
in the field 
by some years in organising ex 
iminations in advertising. There 
are not many men in advertising 
of the calibre of Thomas Russell! 
its founder, in Moss's opinion 
Kent, a chemist, and a member 
of the Pharmaccutical Society, has 
heen advertising manager to Alles 
& Hanburys Ltd. for nearly 25 
years. His career in advertising 
is a distinguished one. He is a 


Fellow of the Incorporated Ad- 
vertising Managers’ Association; 
is past chairman of the Incorpo: 
ated Society of British Advertisers 
and has served on its executive 
committee for more than twenty 
years; and is a founder member, 
past chairman, and council mem 
ber of the Audit Bureau of 
Circulations. 


=o ee 

WHEN Cecil D. Notley recounts 
his extremely eventful career he 
insists that he has been sacked 
from every job he has ever held. 
Indeed, he will tell you that it 
was in order to have a job from 
which he could not be sacked that 
he started up on his own. But 
it will doubtless occur to you that 
a man who has built up a very 
successful agency in a compara- 
tively short time, who is presi- 
dent of the Advertising Creative 
Circle, and who has now been 
chosen as chairman of the pub- 
licity sub-committee of the Inter- 
national Advertising Conference, 
must have something more to him 
than a capacity for losing his job! 

I wish I had space to tell you, 
in his own racy style, his story 
from the time he left the Air 


ADVERTISING MANAGER'S CORNER 


Right On The Dot 


It's the same with display material as it is with 


most things 


you can also get it right on the dot. 


getting it right doesn’t help unless 


We know 


enough about our job to let you have it both ways 


as you want it and when you want it, 


When 


we say we can deliver to time, you can count on 


it; we won't let you down 


after all, we've had 


nearly 40 years’ experience in keeping that sort 


of appointment. 


ditinckive showecids, clever cul-culs ty 


HARRIS 


THE 


HARRIS ADVERTISING LIMITE! 


Te 


FIRM WITH 


EXPERIENCE 


2%.30 KINGLY STREET, LONDON. W.! 


RE 


> 3295-6 


436 


Force in the first world war, after 
smashing five planes and, to the 
best of his knowledge, killing no 
Germans. It was a chance meet- 
ing with an old schoolmate, 
Charles F. Tomkinson (now a 
director of London Press Ex- 
changc), that got him a thirty- 
bob-a-weck job in Barker's Ad- 
vertising department. 

Thereafter he worked for 
Lewis's, of Liverpool, Barker's 
again, Harrods as advertising 
manager, Waring & Gillow, and 
(after a spell of unemployment, 
during which he papered and 
distempered his parents’ hotel at 
Hastings and lectured on adver- 
tising at the Polytechnic) for 
Benson's 

Notley started on his own as an 
advertising consultant in a room 
in the Fulham Road, doing copy 
and layouts for a shilling a single- 
column-inch Thereafter came 
many moves into different pre- 
mises, hard times during the war 
(when he ran a very successful 
poultry business “on the side”), 
and his present success, necessitat- 
ing the acquisition of a second 
building in Hertford Street, 
equipped with cafeteria for the 
staff 

But! have a feeling he would 
far rather talk about his farm, 
which is run by his son, and has 
one of the finest Jersey herds in 
the country 


x * * 


THIRD issue of The Lamp. 
monthly magazine of the Samson 
Clark Sports and Social Club, 
shows a marked improvement 
over its predecessors 3. Ww 
Wilson is evidently doing a good 
job both as secretary of the club 
and editor of the magazine 

This lively club, under the 
chairmanship of C. F. Crane, has 
been in existence for just over a 
year. It has 135 members, and 
they are now anxious to see a 
sports league formed among Lon- 
don advertising agencies. One of 
the difficulties of this proposal is 
the shortage of grounds: but the 
Samson Clark club persevered 
and for football and netball next 
year they have secured a ground 
out at Eltham 


x * * 


4 FORTNIGHT 
lished a picture of William A 
Woolward, who although 26th 
president of the Publicity Club of 
Glasgow, is the first to have 2 
badge. Woolward claims another 
distinction; he believes he is the 
first Scotsman ever to give up 
golf for yachting. He sails his 
ex-6-metre-class “Maida” in the 
Firth of Forth and the Clyde, 
and last year won the North Carr 
Cup for the Gumley Trophy 

As already announced, Wool- 
ward is now running his own New 
Press and Publicity Co. (Scotland) 
Ltd., having preferred to leave 
Travel Press and Publicity Co. 
when, as a subsidiary of the Scot- 
tish Motor Traction Co., it came 
under the direct control of the 
Transport Commission. This must 
have been no easy decision, for 
Woolward had been with Travel 


ago we pub- 


June 1, 1950 


His guns are the hobby of Selwyn 

Sharp, publicity manager, Arm 

strong Siddeley Motors. Is he 
going to shoot a line? 


Press quite a while. In 1936, whea 
only 25, he succeeded J. Inglis 
Ker as general manager of the 
company and of Scotland's S.M.T. 
Magazine 

But that was not the beginning 
of his experience. After leaving 
Glasgow Art School he went to 
the Glasgow office of Osborne- 
Peacock as a junior under Roddie 
McKenzie (now running a hotel 
at Loch Gilphead), Then he 
moved to become publicity man 
for S.M.T. Aviation—the job of 
driving around interviewing 
councillors for permission to hold 
five-bob flights being too strong 
for a lad of 20 to resist! 


> = & 


ARRIVING here shortly to in- 
vestigate latest trends in adver- 
tising, marketing and + ackaging, 
and to visit the Duns :p Rubber 
Co. and other clients, is Frederick 
Luxton, an executive of Aldwych 
Advertising Pty. Ltd. of Mel- 
bourne and Adelaide. 

Aldwych Advertising was 
formerly the Melbourne and Ade- 
laide branches of Goldberg Ad- 
vertising Pty., and was acquired 
by G. L. Bride, general manager 
and a director of Goldberg Ad- 
vertising, and F. A. Nichols, a 
director. Bride is now managing 
director of Aldwych Advertising 

Goldberg Advertising (Austra- 
lia) Pty. Ltd. continue to act as 
Aldwych Advertising’s associate 
house in Sydney 


WEEKS WISECRACK 


~ 


“Never mind whether he’s 
a good advertising man 
—will he be any good 
to the agency’s cricket 
eleven?” 
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CLUB NEWS 


New President 
At Manchester 


Mr. Eric Schofield, Kemsicy 
Newspapers Ltd. director and 
general manager in Manchester, 
succeeded 
Mr. F. John 
Roe as pre- 
sident of the 
M a nchester 
Publicity 
A s sociation 
at the annual 
meeting on 
May 24 

Mr Roe 
referred to 
his 36 years 
association 
with Mr. 

Schofield. Eric Schofield 

Mr. Schofield was the “right 
man for the job,” he said, because 
of his long and faithful service tv 
the Association, his position with 
Kemsley Newspapers, his “happy 
knack of getting on with every- 
body” and his natural ability 

Mr. N. N. Jones, publicity 
manager of Thomas French and 
Sons Ltd., was succeeded as chair- 
man by Mr. Derek Roe 

Mr. Oswald Dearden, Man 
chester publicity manager of 
Kemsliey Newspapers, became 
secretary, succeeding Mr. John 
Newton Mr. Jones and Mr 
Newton become vice-presidents 
New members of the council are 
F Ashley Taylor, Hugh lan 
Walker, W. McMillan and Terry 


Pearce 


Mr. C. H. Wood, a Bradford 
commercial photographer, ad- 
dressed the Bradford Publicity 
Association last Thursday on 
‘Advertising Films.” 


Wolverhampton 


Membership 100 


At the annual meeting of 
the Publicity Club of Wolver 
hampton it was reported that at 
the end of its third year the Club 
had a membership of 100 

Mr. H. S. Adams, publicity 
manager, Guy Motors, Wolver 
hampton, was elected chairman 
and Mr. F. Avery, P.R.O. Wolver- 
hampton Corporation vice 
chairman 

Corporate 
Council are G 


members of the 

R. Watson, J. G 
Reed. J. Corbett, P. Gomm, 
A. E. Upton and D. W. Preston 

Associate members are T 
Stocking and Miss B. Shinton 
S. Mattocks is hon. secretary, and 
W. J. Doughty hon. treasurer 

Mr. A.S. Bishop, sales director 
the Goodyear Tyre & Rubber Cq 
(G.B.) Ltd., was elected hon. vice 
president 


Leeds 


1950-1 Officers 


At the annual meeting of the 
Publicity Club of Leeds, at the 
Great Northern Hotel last 
Thursday, the following officers 
were elected: fresident, Stamey 
Gray (Yorkshire Post), chairman, 
Henry J. Sutcliffe (Victoria Fur- 
nishing Co., Ltd., Leeds); past 
presidents, Ernest Osborn and 
Frank Bloomer, hon. treasurer, 
John W. Stafford; hon. secretary, 
Charles A. Steele; executive 
committee, F. H, Dutson, C. H 
Dyson, C. R. Gallant, J. M. 
Gordon, Stanley Gray, J. R. Hall, 
J. H. Horrox, T. Gordon Cavan, 
S. J. Minson, C. A. Steele, H 
Lomas, J J Mather, E Vv 
Roberts, J. W. Stafford, W. C 
Strachan, H. J, Sutcliffe 


STREETS PAIR WIN LEONARD HILL 
INTER-AGENCY GOLF CUP 


At the spring meeting of the 
Institute of Incorporated Practi 
tioners in Advertising Golf Circle, 
held at Stoke Poges, there were 
34 entrants. Mr. Lionel Jackson, 
hon. vice-president of the Insti- 
tute, presented the prizes at the 
conclusion of the meeting 


In the morning, the Leonard 
Hill Inter-Agency Challenge Cup 
was won by G. Street & Co., Ltd.. 
represented by G. P. Jackson (2) 
and H_ E. K. Sawtell (14) with a 
net combined score of 172; they 
also received individual prizes 
given by Mr. Leonard Hill 

The Strong Scratch Challenge 
Trophy (with memento presented 
by C. Mitchell & Co., Ltd.) was 
won by D. R. W. Taylor (Tully, 
Crabbe Ltd.) who made a special 
journey from Newcastle-on-Tyne 
to compete. Playing off handicap 
4, he returned a net score of 78 
This was the first occasion when 
this trophy has gone to a provin- 
cial agency, and Mr. Taylor's 
success will, it is hoped, encour- 


age members from the provinces 
to compete in future spring and 
autumn meetings 

Prize for the best net score 
(presented by Lionel G. Jackson) 
was won by R. E. Percival (86 
12=74), and the runner-up prize 
(presented by Hubert Oughton) 
was tied for by W. G. Barney 
(89—14=75) and A. §. G 
Robertson (93—18= 75) Mr 
Barney was adjudged the winner 
with the best score for first nine 
holes 

In the afternoon greensomes 
were played against bogey under 
handicap. The first prizes (pre- 
sented by E. W. Barney Ltd.) were 
won by K. B. Edwards (18) and 
W. F.D. Softley (11}—one down; 
and the second prizes (presented 
by A. D. Ensom and R. A 
Hughes) by G. P. Jackson (2) and 
H. E. K. Sawtell (14)—two down 

Members desiring to join the 
Circle should apply to the hon 
secretary, Mr. H. EB. K. Sawtell 
of G. Street & Co., Ltd 


ADVERTISER'S WEEKLY 


issue of 
May /7 


ROYAL DUBLIN 

DEVON COUNTY 
BATH & WEST 

ROYAL ULSTER 

ROYAL HIGHLAND 
ROYAL COUNTIES 
THE ROYAL °°. 
DAIRY 

SMITHFIELD 


issue of 
Mey 3! 


Issue of 
lune 14 


Issue of 
june 4 


feswe of 
july 12 


issue of 
jaly 12 


tesue of 
Nov. 15 


‘seve of 
Dee, 27 


Here are vital dates to advertisers who sell 
equipment to the top people in Agriculture—those with 
300 Acres and more. On July 26, in particular, SPORT 
& COUNTRY will provide the Pictorial Record of 
“THE ROYAL’’—the largest Agricultural show in 


SPOR! 
GOUMTRY 


GRAHAME E. BISHOP, Advertisenient Manager, 
Commonwealth House, New Oxford Street, London, WC. HOLborn 6933 
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ADVERTISER'S WEEKLY 


For BINS 
CCGLovur 
PRINTING. 
Phone 
Jandyhe 2553 
m ts as COSY | 
adh that / 


PERRI 
Cotowprinl Lid 


Priestleys 


SILK: SCREEN + EXHIBITION + DISPLAY 
PRIESTLEYS OF GLOUCESTER 


TELEPHONES » GLOUCESTER 2228/-2-3 
LONDON » TEMPLE BAR 7965-6 


II 


HARPER 


ADVERTISING 


ans ff J 


Blotters * Diaries * Calendars | | 


Write for list 


D. HARPER & (0. LTD. 


258/262 Holloway Ad. London N7 


Phone: NORTH 3822 


An Invitation to 
Advertising Agents 


You are invited to apply 
for a specimen copy of the 
new technical monthly 


THE 
‘““WATER & SANITARY | 
ENGINEER ”’ 

We are rapidly building goodwi!! 
amongst readers and advertisers 
who have for many years needed 
such a journal. Our Advertising 
Manager will be pleased to cal! by 

appointment. Write to 
32 Mashery Square, or ‘phone 
MONarch (54) 


| 
| 


PSC See Tose 


Walsall 
Observer 


| 
! 
| gives complete coverage 


3 “Observer"’ Buildings 
Bridge St... Walsall. 
—— oe ee ee ee oe oe 
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The Evening 
BATH & WILTS 


CHRONICLE 
& HERALD 


with its three 
associated Weeklies 
cover the 


*INCREASING 
markets of 
SOMERSET 
& WILTS 


| 


| Glasgow Evening News 


Wessex Associated News 
Ltd. Bath 


LONDON 
Mr. S. H. Roberts, CEN. 2767 
2 
@ Recent Survey of Eight South-Western 


ounties shows lorgest percertage pepu/ation 
ncreeses in Somerset ond Wilts. 


| People 
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MEDIA SPACE RECORD 
For week ending Sunday, May 28 


Column |) 
SPACE IN COLUMN INCHES 


Daily 
Daily 
Daily 
Daily Mirror 
Daily Telegraph 
News Chronicle 
The Times 
Evening News 
Evening Standard 
Star 


Herald 
Mai! 


Sunday Papers 


News of the World 
(*oserver 


Keynolds News 
wunday Chronicle 
vunday Dispatch 
Sunday Empire News 
Sunday Express 
Sunday Mail 

Sunday Mercury 
Sunday Pictorial 
Sunday Sun 

Sunday Times 


Western Independent 
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_ Provincial Mornings 


Aberdeen Pres & Jal 
Birmingham Gazette , 
Birmingham Post 
Glasgow Daily Record 
Manchester D. Dis 42 
Manchester Guardian il 
Neweastie Journal & 
North Mail 
Sheffield Telegraph 
Western Daily Press 


38 


38 
Ro) 
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| Manchester E. News 


. : . 
Provincial Evenings 
Aberdeen LE. Express 
Belfast Telegraph 
Birnungham E. Des 
ee Mail 
Bolton Evening News 
Bradford Tel. & Argus 
Coventry E. Telegraph 
Eastern Evening News 
Edinburgh E News 
Glasgow E. Citizen 
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Manchester E. Chron 


Middlesbrough E. Gaz 

Newcastle E. Chron 

Northern D. Telegraph 

Sheffield Star 

W. Lancs. BE. Gazette 
B. Press 
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it must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

in many instances classifieds are still published in “A” and “B” 


copies. Figures given here and on the opposite page represent space 
occupied in one copy 


Catholic Ireland’s National Weekly 


STANDARD 


gets into 80,000 homes 


THE LARGEST 
ABC FIGURE 
IN IRELAND 


"6 FLEET ST, E£ C4 
CEN 2715/4571 
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MEDIA SPACE RECORD (Continued) 


SPACE IN COLUMN INCHES 


. | Cowen —_———— ecempenanns 
Provincial — Cased 
Weeklies Pages width Display Births, | Pubic TOTALS 
(emotes | Marrage, Notwers, 


Pp 
Blackpool Gazette & 
Herald 


6x 1 
Bournemouth Times 10 22 x i 
Brighton & Hove Gaz Ss = 1 
Bucks Pree Press 10 2x If 
: x 
™ 


Pour Shires Advtr, i0 22%) 2 
Hasrogate Advertiser 10 ote se 
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PUBLICATIONS NEWS AND NOTES 


First issue of Surveys, a build 
ing and engineering journal which 
is to appear irregularly, contains 
112 pages, of which about a 
Quarter are advertisements, in 
cluding some full pages in colour 
Type area is 104 in. x 74 in. The 
185 advertisers are thanked in an 
appreciation by Mr. B. Lamotte 
managing director of Ideal Press 
Ltd., the publishers The issue 
contains surveys of the Port of 
Tyne, and of Lambeth and 
Southwark Borough Councils 
Next issue will be devoted to the 
housing schemes of Liverpoo! 
Battersea and Brighton 


Crabtree Press Ltd., of 
Brighton, may be unique among 
guide book publishers im that 
their new house organ, The 
Crabtree, mentioned in our issue 
of May 18, is intended to explain 
to advertisers how their guide 
books are distributed and how 
advertising can help the holiday 
trade Contents of the first 
number open with an article by 
John Batten, former director 


of publicity, Eastbourne on 
resort publicity. An executive of 
Aiphar Advertising Ltd. writes on 
“The Hotel Brochure,” there is 
an article on “Collective Adver- 
tising.” and a page “introduces” 
two of the Crabtree represen- 
tatives. 


West Indies Buyers Guide, pub- 
lished by F_M_B. Publishing Co 
Ltd., is a monthly magazine, pub 
lished on behalf of the associated 
West Indies Chambers of Com- 
merce, on a subscription basis uf 
one guinea for twelve issues 
Five thousand copies being seat 
out te the West Indies and ic 
British Guiana Printed on art 
paper. contents have a strong 
accent on women’s wear. Of the 
32 pages plus covers, about hal! 
are advertisements 


The new magazine to publicise 
the Festival of Britain, mentioned 
in this feature on Apri] 27 and 
May 4, has changed its title from 


Festival News to Festival Post. 
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ADVERTISER'S WEEKLY 


THAI Colonel A, N. C. Varley, 
of Colman, Prentis & Varicy 
Lid., was involved in a car ace 
dent last week-end, and was 
taken to St. Mary Abbott's 
Hospital. He is stated to be pro 
gressing satisfactorily 
* * * 
HAI! Alan Whitworth, 1.5 6.4 
director, is writing a golden 
jubilee commemoration booklet 
for the Society. Its tithe will be 
bifty Years of Service to 
Advertisers 
* * . 
THAT Mary Hiscox, space buye: 
with Scott-Turner and Associates 
was taken Til suddenly last weck 
and sent to hospital. She has now 
gone home 
. * * 
Thaver, gener! 
Dawn, English 
language 
daily ol 
Karachi, has 
been elected 
president of 
the newly 
formed 
Pakistan 
New spaper 


THA! G, H. 


manager of 


suthorised 

body to dea! 

with news 
paper affairs in Pakistan, and he 
has been one of the moving spirits 
im filling the gap Most of the 
vernacular and English language 
papers have already joined 


[HAT Sir Miles Thomas, pres:- 
dent of the Advertising Associa 
tion, has written an article on 
Australia in the current (Empire 
Day) issue of Imperial Review 

* * * 
1HAT E. C. Mackenzie, a 
director of W. S. Crawford Ltd 
spoke on behalf of the Council 
of Industrial Design on furniture 
design and public demand at the 
British Furniture Manufacturers 
Federated Associations Conven 
tion at Scarborough 

* * * 
THAT R. E. Grigg, managing 
director John Halifax Ltd 
Leester, is now convalescing 
ifter having undergone an oper 
tion 

* . > 
THAT W. 5. Seymour, of the 
Warren Seymour Company Ltd 
contributes an article Eyes 
Before Spanners” to the current 
number of Transport Efficien 
published by Morris Commerctal 
Cars Ltd 

. * ¥ 
(HAT W. M. de Majo has been 
ippointed co-ordinating designe 
for the Exhibition of Ulster In 
dustry and Agriculture to be heid 
in Belfast next summer as part of 
the Festival of Britain 
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THAT Margaret Brown (Mis 
H. J. Byron), associate publisher 
of the Canadian § advertising 
magazine Marketing, arrived here 
last Friday with her husband. A 
past president of the Women's 
Advertising Club of Toronto, she 
is Expected to speak at the annual 
meeting of the Publicity Club of 
London and at the Women’s Ad- 
vertising Club 

* * . 
THAT H. J. L. Kroch, northern 
and continental manager of Auger 
and Turner Ltd... director of 
Auger and, Turner Group Ltd 
ind of World Wide Press Lid 
(Howard Martin & Co.) is visiting 
the Continent 

» > > 
THAT the Surrey County Council 
is contemplating making a 
Special Area” order—affecting 
the whole of its rural area—-but 
is so “chock-a-block with 
business” that the proposal has 
been temporarily set aside 

. * * 
THAT there will be no cam 
paign for the new Wyvern pen 
now being announced by semi 
teasers in the trade Press The 
account is held by G. S. Royds 
Lid 

* * * 
THAT L, A. (Bill) Wardle Robin- 
son has set up as a free-lance 
advertisement space salesman. He 
holds London representation of 
Scientific Lubrication Angler 
Thames, and Colophon 

* * * 
THAT T. Parameshwar, London 
manager, Amrita Bazar Patrika 
(India) flies back to Calcutta to 
day (Thursday), but hopes to re 
turn to London within three 
months And 

al * . 
THAT the Amrita Bacar Patrika 
and Jugantar have launched a 
fund to give relief to the hun- 
dreds of refugees coming into 
West Bengal from East Pakistan 

* * * 
THAT Leslie A. Luke, P_R.O. for 
Coras lompair Eireann (Trans 
port Company of Ireland) is 
undergoing treatment in a Dublin 
hospital and is making good pro- 
gress And 

* * * 
THAT in his absence Prank Finan 
is deputising 

* > . 
THAT small parties of members 
of the Samson Clark Sports and 
Social Club are to visit one of 
the national newspaper offices 

> * * 
THAT for the second time in 
three years H, Geldeard, manac- 
ing director and about ‘40 
employees of Manchester Weekiy 

ewspapers Ltd visited 

Bowater's Ellesmere Port mill for 
their annual outing on May 19 


June 1, 1950 


THAT Jack Willis, Frigidaire 
advertising manager, told a recent 
sales conference that, in 1950 
“Frigidaire is going to have one 
of the most ambitious (nationa! 
advertising) plans in its history. 
Agents are Foote, Cone & Beld- 
ing Ltd. 

* * * 

R. Aynsley-Cooper is 
British representative for AWZ 
Direct Mail Advertising Service 
of Basle, Switzerland 

* * 


THAI 


> 

THAL A. Morgan - Williams, 
managing director of Design Ad- 
vertising Ltd., has been appointed 
chairman of the Leeds branch of 
the Incorporated Sales Managers 
Association 

* * * 
THAT Lewis Hart, publicity 
manager, the Brush Electrical 
Engineering Co. Ltd. Lough 
borough, since 1934, has heen 
elected a Fellow of the Incorpo 
rated Society of Advertising 
C onsultants 


, 

Gee & Watson Staff 
. 
Outing 

Two hundred employees of 
Gee & Watson Ltd. recently spent 
the day at Bournemouth on the 
firm’s annual outing 

The programme included a 
luncheon at the Pavilion Ball 
room, When there were speeches 
by A. H. H. Goodwin, Leslie 
Bower. A. Edward Jones, and 
Miss G. L. Harford, and an after 
noon coach tour through the New 
Forest 

To mark the event a magazine 
with a highly humorous content 
was published under the title of 
Shoe Lane Screamer 
New “Dublin Evening 

epee 
Mail” Company 

In April a new company, Mail 
Publications Ltd., was incorpor 
ated to take over the business of 
the Dublin Evening Mail and 
allied publications The issued 
capital will, for the present, be 
£261,000, and direction and 
management will be the same as 
that of the old company, Dublin 
Express and Mail Ltd., which will 
go into voluntary liquidation 
The operation is purely formal. 
designed to bring up to date an 
obsolete capital structure, and no 
change in ownership occurs 


ADVERTISING 
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Friday, June 2. 
Posiiciry Cive oF Lo~po~ 
“Little Journey.” cruise to Dock- 
land Sailing 2.15 from Tower 
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Monday, June 5. 
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COMPANY MEETING 


ADVERTISER'S WEEKLY 


AILY NEWS LIMITED 


The annual general meeting of the 

Daily News Ltd. (proprietors of the 
News Chronicle and The Star), was 
held on May 25 at 12-22 Bouverie 
Street, London, E.C., Mr. L. J. 
Cadbury, chairman of the company, 
presiding. The Chairman, in the 
course of his speech said 

The supply of newsprint still 
remains Our major preoccupation 
and the hope of returning to any- 
thing approaching pre-war size has 
steadily receded. The dollar posi- 
tion led a few weeks ago to a 
situation in which the Government 
told us that we must forgo any 
imports from Canada in the second 
half of this year. I am glad to say 
that, after strenuous representa- 
tions to the Board of Trade, wiser 
counsels have prevailed; The News- 
print Supply Company, Ltd., is to 
be allowed to import 25,000 tons in 
the second half of the year if the 
Canadian Mills can supply it. This 
is important. It keeps that com- 
pany's contract with the Dominion 
in being and with it the “escalator” 
clause. The latter means that the 
Newsprint Supply Company can 
step up its demands for Canadian 
newsprint by 50,000 tons each year, 
subject, of course, always to agree- 
ment from the Exchange Control 
authorities. 

We are to some extent victims of 
the export drive. With increasing 
restriction on imported newsprint 
we have to rely more than ever on 
the production of British mills, but 
simultaneously they are being en- 
couraged to devote a higher pro- 
portion of their output to export. 
Far, therefore, from securing a pro- 
gressive increase in the size of 
British newspapers, we are due to 
fall back to six pages in July, and 
have none too certain hopes of 
returning to larger sizes in the 
autumn 

No industry in this country has 
been so severely hamstrung over the 
supply and guarantee of its essential 
raw material as the newspaper 
industry. 

In contrast to the periodical Press 
which has recently been free of 
controls, it is still regulated on a 
hand-to-mouth basis, unable to 
forecast its future needs for more 
than a few months ahead, and even 
then with a sword of Damocles 
above its head threatening further 
curtailment in size. 

Such a situation would be re- 
garded as intolerable in any other 
major industry where planned pro- 
duction is essential to efficiency and 
ecconomy 

One cannot help feeling that in 
allowing the present situation to 
continue with no immediate hope of 
relief the Government not only 
gravely under-estimates the value of 


MR. L. J. CADBURY ON 


the service rendered to the nation by 
the Press, but also fails manifestly 
to apply its own principle of plan- 
ning ahead. 


Competition in the Industry 

At our last annual meeting the 
return of competition was recorded. 
From January 3, 1949, newspapers 
could print as many copies as they 
could sell, though the size of papers 
remained (and still remains) under 
control, and many of the undesir- 
able old competitive practices con- 
tinue in abeyance. To economise 
newsprint prohibition of the pre- 
war habit of accepting the return 
of unsold copies has not been lifted. 
This is a salutary check on over- 
printing and thus wasting an undue 
number of copies that are not going 
to be sold or read. 

Until February this year there 
was a complete ban on the use of 
contents bills. This form of com- 
petitive publicity requires a great 
deal of paper and is not practised by 
newspapers anywhere else in the 
world. Under present restricted 
supplies of newsprint it would 
clearly be a great mistake to allow 
their revival. Some modification of 
the “no contents bill” rule has been 
allowed since the General Election, 
when “stock bills” were permitted 

—that is, those which did not ad- 
vertise the day-to-day contents of 
the papers. It is to be hoped that 
there will be no further relaxation 
of this control, at least until paper 
becomes cheaper and more abun- 
dant. 


The canvassing and gift schemes 
that were widespread in the 
scramble for sales before the war 
were dropped when it began. Their 
cancellation was confirmed early in 
1940 by a definite Newspaper Pro- 
prietors’ Association agreement 
that stil remains in force. There 
is, in addition, an understanding 
that the big pre-war money prizes 
should not be reintroduced. These 
bans are common sense and should 
continue. 


News Chronicle 

During the General Election the 
News Chronicle used its extra news- 
print to provide a forum for all the 
political parties. The paper gave its 
readers an opportunity of hearing 
the views of a number of Cabinet 
Ministers and the chief front bench 
figures of the Opposition. In its 
editorial columns it maintained its 
independence while giving gencral 
support to Liberal ideals. This atti- 
tude of impartiality and independ- 
ence was greatly appreciated by the 
public. The News Chronicle has 
proved that there is a large popular 
readership anxious for intelligent 
discussion of the major topics of the 


Gallup Foll and the General Election 


NEWSPRINT SHORTAGE 


hour. To present the battle of ideas 
in a simple and attractive way is one 
of the chief aims of the paper 

Another notable News Chronicle 
feature during the campaign was the 
Gallup Poll, It was used to test 
the movement of political opimion 
at frequent intervals during the 
Election. The graph charting the 
popularity of the main parties was 
followed with intense interest by the 
public at large and particularly by 
active workers of all political 
shades 

The final poll showed figures that 
were remarkably close to the actual 
election results 


Parties Final Poll. Election 
per cent per cent 
Labour 450 46:1 
Conservatives 43:5 43:3 
Liberal 10-5 92 
Others 10 i4 


During 1949 an interesting book 
was published entitled “The Press 
and its Readers”. It is a report by 
Mass Observation for the Advertis- 
ing Service Guild. In commenting 
on the country’s Press it has some 
illuminating things to say about the 
News Chronicle. Of all the national 
daily Press the News Chronicle 
shows the highest percentage of 
space given to news, and of the 
penny nationals the highest percent- 
age given to politics and foreign 
affairs. It is not perhaps surprising, 
therefore, that its readers appear to 
be among the best informed. For 
instance, on a poll by mass-observa- 
tion on the Government then in 
power in Yugo-Slavia, the readers 
of the News Chronicle head the list 


The Star 
The Star during the past year has 
continued to gain in circulation, 
prestige and influence. It has the 
second largest evening net sale in 
the world and its percentage of in- 
crease continues to exceed that of 
its competitors. Particularly grati- 
fying is the growth of readership of 
its late editions not only throughout 
the suburbs, the City and the West 
End of London but also in every 
circle of life in the Home Counties, 
Owing to its bright layout and 
human interest it is immensely 

popular with women. 


Press Council 

I referred at some length last year 
to the report of the Royal Commis- 
sion on the Press and its recom- 
mendation that a Press Council 
should be created. In doing so, I 
enumerated the various bodies that 
already existed to dea! with Press 
affairs. The report of the Royal 
Commission has been debated by 
all of them, including the News- 
paper Proprietors’ Association, to 


which this company is affiliated, but 
no agreed conclusions have yet been 
reached. It must always be remem- 
bered that it is not easy to reconcile 
any scheme of regulation with that 
basic principle of freedom of the 
Press to which all parties are 
pledged 

At their recent meeting at Bath, 
the National Union of Journalists 
decided to form an “Ethics and 
Code of Conduct Committee”. 
This suggestion is in line with one of 
the duties proposed for the Press 
Council, and its development will 
be studied with interest by all in the 
industry 

On the production side, | hope 
we shall come into line with modern 
business practice and form a Joint 
Industrial Council. 

But without waiting for this 
development or for the creation of 
a Press Council there is no reason 
why we should not get ahead with 
one of the recommendations of the 
Royal Commission, which proposed 
that the Council should inter alia 

promote technical and other re- 
search”. 

There is little doubt that in news- 
paper production this country is less 
efficient in the use of manpower 
than other countries such as 
Canada, Sweden and the U.S.A. 
Encouraged by the Government 
many industries have sent joint em- 
ployer and Trade Union Produc- 
tivity Teams across the Atlantic. 
Such a team was sent out by the 
Letterpress Printing Industry who, 
in the last few days, have issued an 
instructive report. I suggest that we 
should make similar investigations. 
As an industry we are neither sub- 
ject to the test of foreign competi- 
tion, nor do we have to compete in 
the export market. 

There is thus a danger that we 
may not be as progressive and 
efficient as we should be. 


Directorate 

Since the end of the year certain 
changes have taken place in the 
management of our subsidiary 
Operating companies. Lord Layton 
has resigned from the chairmanship 
of News Chronicle, Lid., and The 
Star Newspaper Company, Lid. He 
is taking this step in order to be free 
to devote himself more fully to 
public duties. He will, however, 
remain a member of the Board of 
the Daily News, Ltd., which owns 
the two newspapers, and also one of 
the trustees who control their 
policy. I am taking Lord Layton’s 
place as chairman, and Mr. B. F, 
Crosfield is taking my place as vice- 
chairman Simultaneously Mr. 
F. H. Waters is joining both Boards 
aS an assistant managing director. 

The report was adopted. 
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ADVERTISER'S WEEKLY 


Making the Grade? 


The return of competition has put 


ertising man on his metric 
satisfied that 


alert practitioner in the fie 
advertising and public 


Case Histories of 
Successful Advertising 


By the Stoff of Printers 
71 actual case histories of tsta 
ngly successful solutvons to a variety 
of knotty advertising and marketing 
roblems 
A uniquely valuable volume 
she i be studied by every 
British advertiser and agent 
who seeks the stimulus of fres 
deas Advertiser's Weerly 


316 pages : e- 


Printers’ Ink 


Sales Idea Book 


By the Staff of Printers’ in 
479 vested ideas for building up y 
sales. presented concise, factua 
how-to-d t form, backed with a 
the authority and exper © of the 
editors of Printers * 
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Every imaginable d for 
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es Appe 
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Graphic Presentation 
Simplified 


160 pages éjx9} ; ‘M6 
Communicating 
Ideas to the Public 
A new Approa 9 € ‘ 


288 pages SiaBy, 1746 


MAYFLOWER PUBLISHING CO. LTD 
17, FARRINGDON ST. LONDON. EC 4 
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CURRENT ADVERTISING 


June 1, 1950 


Benson Watches To C.P.V. 


ACCOUNTS MOVING 


fo Cotman, Prentis & Varley 
Ltd.: J. W. Benson Ltd., makers 
of watches, from June 30 


NEW ACCOUNTS 
lo D. J. Keymer & Co. Ltd: 


India and Pakistan advertising 
for Macleans toothpaste and 
stomach powder Topey! lubri 
cator, to prevent cylinder wear, 
nanufactured by E. D. K. Pro- 
ducts Ltd. Campaign in London 
motoring and 


evenings 
Press 
fo Auger & Turner Ltd.: Tru 
mac Manufacturing Co Ltd 
(periodicals) Gerald Manileigh 
Ltd. (nationals and periodicals) 
Outsize Fashions (Lond 
Hanover Supply Co 
& Co Advance Trading Co 
Continental Sportswear Shop 
Ltd. (all mail or 
nationals) 


NEW CAMPAIGNS 


For a special offer promoted 
by Hudson & Knight Ltd. of a 
tube of Solidox toothpaste and 
i Halex toothbrush, in national 
dailies and selected provincials 
for five weeks Agents: F. C, 
Pritchard, Wo 

For Prestige Commodore pres 
ure cooker n Irish papers ind 
mentions in Platers . Stampers 
national ads. Agents: C, Barker & 
Sons Ltd. 

For Grippy handbrush, made 

Addis Ltd., in selected list of 
\eents: J. Walter 
Thompson Co, Ltd. 

For Kelvinator refrigerators 
restricted summer scheme in 
nationals and periodicals. Agent 
C. Vernon & Sons Ltd, 

For Guards f 


trade 


periodicals 


T s wear tw. 
half-pages in Daily Express (in 
cluding one 1 two colours) in 
iddition to the ordinary alloca 


” Agents 
ltd. 


Alfred Pemberton 
Leg: " and 


Gazette 
‘Clear Breach Of Faith’ 
In Direct Mail Case 


ancer 

Div Britis! 

5 td ‘ 

I 

t Lied 

" ants 
g@ use 


ng against their ow tofa 


4 there were addresses they 


For Crosbie’s Nell Gwyn 


marmalade in nationals, and 
colour in general interest 
magazines The manufacturers 
have been awarded the Good 
Housekeep Institute certificate 
which will be featured in sea- 


sonal advertising for their other 
products——salad cream, pickles, 
suuce Agents. Smee’s Advertis- 
ing Ltd. 

or Wright's Coal Tar Soap, 
in national dailies and Sundays 
Agents) MeCann-Erickson Ad- 
vertising Ltd. 

For Quant's 


witch hazel 


hitherto unadvertised product of 
Perivale Laboratories Ltd., con 
fined to trade Press at this 
stage Agents) Rumble, Crow- 


ther & Nicholas Ltd. 

For Swan ink, during a special 
fortnight (June 12—24) 
Newcastle 
Yorkshire 
ar Sheffield), 
Cieaiiaaten 


selling 


Press Fast Anglia ? 
tol Evening Post 
Glasgow Daily 
h Evening New 

Aherdeen Express 


Agents: W. §, Crawford Ltd. 


For Zip French ¢ aners Ltd, 
dyeing and dry-cleaning organis 
tion, increased anpropriation for 
the next six months in provincials 


Agents: Greenly's Ltd. 

For Baby “B ne” electric 
cooker, in national dailies, Tatler 
Punch, Illustrated London News 
Country Life Agents Sj = 
Casson Ltd. 


Allardyce Palmer Lid. have 
taken over the advertising cf 
Dennis Bros. Ltd f Guildford 
manufacturers of ymmercial 
vehicles, passenger vehicles, fire 
engines, municipal icles and 


lawn mowers 


New Companies 


Bloomsbury Advertising Agency 
1 td., + Bi bur : Woe. 
al i t £10 Yirectors: S 
Pi r N. I 
Aliain ny Co. Ltd., la ley Street 
Rarte rsea, S.W tak er business 
Liss and ext ntractors 
fitt 4 a p and stor 
fitters as “Allain & ¢ at 
Aner S.W N ral capital 
LIM 4 F. < 
hit il.H y 
Ashfield Ltd., 
Portland Sc n-Ashfield 
Notts Ma 1 dealers in 
phot pris Nominal 
apita M dD t Walker 


bod I ¥ 

\ Walters, S. C. Huff \. Fraser and 
J. D. A. Mackie 

(The above-mentioned particulars of 
new companies recentiy fered are 
taken from the Daily Register compiled 
by Jordan ard Sons Ltd Company 
Registration Agents, 116 Chancery Lane 

London, WC 2) 


+ 


PLES Mayoock 
tr of Associated 
1%s 3d. gross 


Wa x. from 
2 rising Post, \ett 
£1.029 10s. lid. gross, é > 17s. Lid. net 


FREDERIC GAMBLE 


(Continued from page 402) 


magazines and farm papers, over W 
per cent of all business papers, all 
the radio networks and more than 
98 per cent of the independent radio 
stations, allow 15 per cent com- 
mission. Television adopted 15 per 
cent to agencies from the start 


In addition our papers have 
become more and more enlightened 
in the amount and character of 
information they give us about their 
circulations At the request of 
agencies and advertisers they now 
report the kind of business estab- 
lishments where their publications 
go, types of executives who read 
them and so on. This has proven 
invaluable to advertiser, publisher 
and agency in increasing the effici- 
ency and effectiveness of the 
medium 

In no other country, according 
to our information, has agency 
commission become as widely 
customary in as high percentage as 
in the United States. 

In no other country has ad- 
vertising been so greatly developed 

In no other country has pro- 
duction of goods and services for 
the public at large been developed 
on the scale it is in the United 
States, 

There may well be a direct 
connection between these facts 

The annual A.A.A.A. Analyses 
of Costs show that agency profits 
in America are really quite small, 
averaging in good years, approxi 
mately 1:2 per cent of the total 
billing! 

Why should 
rather than 


n't the advertiser 
e medium compen- 
Mainly for two 


sate the agency 
reasons: 
The commission system of 
agency compensation is the 
medium's method of distributing 
its advertising space or time 
The system has worked for the 
media, for the advertisers, and 
for the agencies, and quite 
naturally, the media do not want 
to change it 
The value of creative work is 
one of the most difficult things 
in business to determine. In the 
commission system the media 
have found a method of deter 
mining the value of creative 
work according to the use made 
ot it 
The system is not perfect, but it 
works and no better one has ever 
been suggested 

Like our wage and profit system, 
the commission system of agency 
compensation furnishes an incentive 
to creative effort which human 
lature needs 

Like the economic system, it 
may not always work perfectly. 

But lke our economic system, 
it has not been either artificially 
constructed or arbitrarily imposed 
It has gradually evolved—tested by 
trial and error to meet the needs of 


nce over the years has 
demonstrated that it is the fairest 
and most practicable system for 
serving the general and long-range 
interest of advertisers, media and 
agencies alianc 
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— with an impressive list 
of subscribers and advertisers 


COMPANY LIMITED 21 seo FORD ‘STREET 


= MANCHESTER OFHCE mn GING 


TeEET wet 


SERVICE 
wmprehens: ¥« 
the « ympany 
mac hit 


Over 60 years of service to the engineering 
industry 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


= 
i 


LONDON W.C2? 
haAnchEiTE® 8 


eer 


st 


Mw? 


ck SERVICE 


taprint Machines 
tw feth are 

©, have 
< address 


nigh qual 


service invaluable 
handies the job 


E STRAND LITHOGRAPHIC CO. L 


1St FARRINGDON RD. LONDON E.C.1, Telephone Terminus 2691 (4 


ILK SCREEN ARTS Lt? 


97 vereeey tres CROYOON 


k $ 


tanuees 9 


1 EXPERIENCE 


THERE 1S WO SUBSTITUTE ¢ 


t. PLASHET CROVE - LONDON = «£6 


Sees 


BILLPOSTING 
COMPANY 
37, Spring secant, w.2 


PADOIN ~ Ome 


@SHOWCARDS - POSTERS 
* WINDOW BILLS - venga ETC. 


SILK SCREEN PRINTEC 


PUBLICITY SERVICE 


39 WEST HILL, LONDON, S.W.i8 
Phone VANdyke 6667 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


S VAUXHALL BRIDGE RO ose 
CTORIA-S.W.1. TEL. VIC 0912.3 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

172a Plough Rd., Battersea, S.W.! 
Tel. Nos. Bottersea 5300 & 4886 


POSTERS 


TICKETS SHOWCARDS & OISPLaTS 
HAMOWRITTEM O8 SiLK SCREENED 


ReSinA Steams SIGNS & DISPLAYS) LTD 
ee te 
fa: $308 


amy ‘ @ieigse 
FOR LETTERPRESS 


CAR TONS 
pees 


tress HOS ae 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii of cover) 


BUSINESS OPPORTUNITIES PRINTERS 


OPPORTUNITY occurs for p wher 
to acquire a small but well establahed 
quarterly surnal 
pentive fel PRINTING! 
interests abic t 
present expansion t 
consideration. Principals MODERN TYPES 


Box 9550 Ad. Weekly 150 


“ADDRESSOGRAPH’ 


Service 


MECHANICAL PLATE-CUTTING 
AND ADDRESSING 


Private Mailing Lists a Speciality 


NEW MACHINERY 

GOOD SERVICE 

PROVINCIAL PRICES 

LONDON DELIVERIES 
EVERY DAY 


Cen we help you? 


All Places Accurately Checked 
Strict confidence guaranteed 
AUTOMATIC ADDRESSING ASSOCIATION LTD 
4 Playhouse Yard, Blackfriars Lane, £.C.4 


Box 9592 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Telephones; CiTy 4877 & 4009 | LETTERPRESS, OFFSET, GRAV- 
URE. Colour and Monochrome 
s Foreign Languages. Dugdale Printing 
war ess <iame designe fee Led Wardour Street, London, W.1 
wistmas §=§6anc ithday (rreeting : Wars = 
Cards Wharfedale Studios Kelso TyPt st tT TING and Plw Making for 
Road, Leeds Multilith and Rotaprint Machines also 
- poh On Lett " and Pa 
7 sumule Letter Printing (sood dependable 
HOUSE ORGANS service. Leghton, 70 Glenthorne Road, 
we RIV 422 
Our pocket size House Organs written 
specially for YOU will help your sales 
men and create goodwill, Send for a 
copy of ‘Pood ior Thought * full of in- PRINTING 


teresting little icems of wit, humour and 
good sense. No obligation 
HOUSE ORGANS UNLIMITED, 


Leaflets — Booklets 
Good work — Keen prices 


Phone 6662 q 
SALES AND WAN 
LES SD SPECIAL ANNOUNCEMENT 


Post Office, Box 1346, London, 5.W9 WINTERBOTTOM & SON 


25 Prince George St., Portsmouth 


See May I! issue of Advertiser's 
Weekly, pages 292, 293 and 298 
for the Advertising Services 
& Supplies Section. June 8 will 
be the next issue containing 
these services. 


| PERSONAL 


ROW! AND oe * { Buenos Aires 


FOR SALE 
At well Below Cost 
Large and varied stocks of aluminium 
alloy sheets available at substantially 
below factory prices 


Enquiries invited for minimum | ton lots 


LEOPOLD LAZARUS LTD. 
Chronicie Buildings, Corporation Street 
Manchester 4 


St. Stephen's Street, Birmingham 6 
Creechurch House, Londen, E.C.3 


is reques 


Box ¥hW0 Ad Weekly 180 Pleet St BCA 


FAMOUS FOR ITS GOOD FOOD 
DOWNS HOTEL 


HASSOCKS SUSSEX 


A first class Hotel in seven acres of grounds 
at the foot of the lovely South Sussex Downs 
Really good food, comfort and 
Glorious walks and views. 

Cocktail Bar, 


Riding. Resident Physiotherapist. 


service 
Pleasant garden 


Putting Green near Golf and 


One Hour from London Tel. Hassocks 630 


oa mais . ft Mis Aa Sf ee gt os CAR — «a as & ; \ te Pa . 
7 June 1, 1950 443 P| ; 
: wok a come | 
Pit 7, 
a | —— Ee 
3 : e ot 
: . | __ ae 
ot eines — — , 
"7 Ss a 
po oth bap 24 bie serve The Sere _ 
— ee q 
; — A) 
 &§ cnowCAaRn, Relief-Printed Z 
Sak hn)  — ; 
ia ‘ ros TERS ~~‘ Without Steel Dies / a 
’ io vP fENS THE SELWYN PRESS LTD | : 
re —— sc ase 
oF ao 7 
2 Se FSCS 
ae : H HARROW . 
| ae 
; Pe EES 
th 
Tons SON & WATTS LTD a 
J ————_—_—_ 


ADVERTISER'S WEEKLY 


McCANN-ERICKSON 
ADVERTISING LTD. 


require a 
FIRST CLASS 
CREATIVE 


TYPOGRAPHER 


experienced in 


Nationa! Advertising 


WRITE 


WHITEHALL 541! 


| 
110 Jermyn Street, S.W.! | 
| 


URGENTLY WANTED. 
retouchers for enginecring 
Free-lance week! cah a 
TEMple Bar 74 

yin | bene y 2 Leading want 
upon-Ty ertising Aget 
another <« Len bv pe 
essential amd applications tf: hers 
cannot be entertained 
interesting ne 
variety 
trial and mumer a nts 
excellent opportunit for one wi 
feels there is insufficient »* 
present situation Write «# a! 
details of 


First-class 


sas 


CLASSIFIED ADVERTISEMENTS 


on on 6, 
ipsertions MUST BE PREPAID. 
Lenadoa, £.C.4. 


APPOINTMENTS VACANT 


TYPIST required for Fleet Street office 
Shorthand an advantage 9.30—6.30 
No Saturdays Commencing y 

10.0 to £4 per week. Box R352, 
Brockie, Haslam & Co., 251 Strand, 
os 


ASSISTANT ACCOUNT EXECU- 
TIVE required by John Haddon & Co 
Led ound technical knowledge 
coupled with client contact experience 
essental Write or phone Secretary, 
11, Salisbury Square, E.C.4. CEN 8156 


ACCOUNT 
EXECUTIVE 


Fully recognised, medium sized, 
London Agency handling National and 
Technical accounts, requires an ex- 
perienced advertising man as account 
executive. The man we require should 
be able to introduce accounts of his own 
which he could develop in a happy 
atmosphere with the co-operation of an 
enthusiastic creative team. He should 
also be capable of securing new National 
andlor worthwhile Technical accounts 
Salary and remuneration commensurate 
with experience and ability 
Our own staff know of this advertisernent 

Write in confidence to 


Box 9559 
Advertiser's Weekly, 180 Fleet Se., E.C.4 


NATSOPA FEEDER, day night rota; 
day week and ©.T.; good conditions 


and pay. Apply S. Temple, 271b King 
Street, W.6 

GOOD ALL ROUND ARTIST re- 
quired for small pre igrensive Studio, 


rite ~yr salary require 
Box 0606 Ad. Weekly 150 I a St BC4 


and Exhibitions Officer 


wide experience of n 
work of all kinds 

The commencing sala 
the qualifications and 
appointed, but will n 


etc., should reach the 


Katharine Street, 
Croydon 


Applications in writing 
giving details of age, pres 


SOUTH EASTERN GAS BOARD 


DISPLAY & EXHIBITIONS 
OFFICER 


Applications are invited for the position of Display 


Applicants should be first-class designers and have 
dern display and exhibition 


experience of the person 
t be less than £750 per annum. 


fourteen days after the publication of this notice. 


will be in accordance with 


juoting reference VACI75, 


vdersigned not later than 


t occupation, experience 


R. J. McCRAE, 
Personnel Manager. 


INVOICE TYPISTS, aged 16-18, re- 
quired by well-known Fleet Street group 
of magazine and book publishing com- 

anmiecs. £3 10s. a week. 
yx 9675 Ad. Weekly 180 Ficet St BC4 


PUBLICITY 
MANAGER 


(MANCHESTER) 


An excellent opportunity 
occurs for young man to be 
responsible for Publicity 
Department to the Directors 
of an Engincering concern, 
manufacturing Contractors’ 
Plant. 
Essentials: Knowledge of 
advertising procedure, field 
photography, direct mailing 
ability to dig out the facts. 
State age, experience and 
salary required 

Box 10! 
Advertiser's Weekly, 180 Fleet Se., C4 


ALL ROUND Commercial Artist and 
yout man with knowledge of block- 
making required by trade journal pub- 
lishers. Good working conditions and 
prospects Write for appointment, giv- 
ing details of previous experience 
Box 178 Ad. Weekly 150 Fleet St BC4 
YOUNG VISUALISER LAYOUT 
MAN with 3/4 years experience on 
National Advertising accounts wanted 
for busy studio. Good finished roughs 
essential 5-day week Holiday this 
year "Phone Art Director, Reid 
Walker Advertising Ltd., CE Ntral 8347 
LETTERING AND LAYOUT Artist 
with flair for illustrations required by 
small West End Studi Congenial 
working conditions No Saturdays 
Ring Museum 6291 or O04 
ADVERTISEMENT DEPARTMENT 
of Local Series of Newspapers (Croydon 


Area) requires experienced man to take 
charge of and to develop «malis. Initia- 
tive, keenness and liking for detail work 
is essential Good post and salary, 
pension schemes available. Write 
fullest particulars of age, previous 


newspeper or advertisir 
and salary required to 
Box 9683 Ad. Weekly 180 Pleet St EC4 
YOUNG MAN (aged 2 » Wanted to 
conduct correspondence with travellers 
and assist gencrally with advertising 
and catalogue production. Progressive 
post for right man, nsion scheme 
‘rite stating age, experience and salary 
required to: Advertising Manager, Bees 
I Ad., Nurserymen and Seedsmen, 
181 Mili Street, Liverpool, & 


%% experience 


GENERAL CREATIVE ARTIST re- 
quired by Publishing House with 
agency or studio experience Must 
have sound knowledge of letterin 
photo retouching. Apply first by Lecter, 


stating age, qualifications, experience 
and salary 
Box 9568 Ad. Weekly 150 Fleet St BC4 


COMPETENT LADY PRODUCTION 
ASSISTANT required by General 
Manager of Medium size Agency. She 
will act on own initiative and must 
understand and prove experience in 


Production Her duties will entail 
Maintaining Production Schedules, 
Block ordering, Preparing copy details 


for papers; Proof reading an 
Checking, etc Only 
experience need ap 

essential but an od 


Voucher 
those with this 

Shorthand not 
vantage bas full 


details, age, and salary requir 
Box 9689 Ad. Weekly 150 Flees St BCS 


June 1, 1950 


APPOINTMENTS VACANT 


FIRST-CLASS LETTERING and 
layout artist, must be quitk; good and 
progressive salary; permanency for an 
enthusiastic man 
Box 0597 Ad. Weekly 180 Fleet St FC4 


NOTLEYS WANT AN ASSISTANT 
ACCOUNT EXECUTIVE 


a man with a good head for 
detail, a sense of urgency and the 
ability to work well with creative 
and production departments 
This is « job that would appeal 
to an agency trained man or to 
one with experience of a busy 
advertising department Write 
giving full particulars (including 
salary required) to the Managing 
Director 

CECIL D. MOTLEY ADVERTISING LTD. 

43 Hertiord Street, W.! 


WANTED CAPABLE YOUNG MAN 
as assistant in the production of a trade 
journal. The work necessitates a good 
working knowledge of journalism as 
applied to photographic and cine 
equipment. Some knowledge of print- 
ing an advantage. Pleasant offices in 
central London. Salary according to 
ability 
Box 0582 Ad. Weekly 180 Fleet St EC4 

LONDON ADVERTISING AGENCY 


as Vacancies in its Studio for First 
Class Still Life Artist accustomed to 
catalogue illustration. Also Letterer 


Five day week 


for general press work. 
State full 


Ideal Studio conditions 
rticulars and salary to 
jox 9503 Ad. Weekly 180 Fleet St BC4 
No specimens 

VERY PROGRESSIVE FIRM of Toy 

Manufacturers require Assistant De- 

signer; age 22-26; capable of creative 
work and versatile in all forms of com- 

mercial art and design; must have good 
knowledge of packaging, display, 
lettering, catalogue work and reproduc- 
tion processes; excellent opportunities 
of vancement for right man, ide 

conditions, modern factory; canteen 

Full details past experience, salary 

required, etc., to J. & L. Randall Led., 

Merit House, Potters Bar, Middlesex. 

PUBLIC RELATIONS DEPART- 
MENT of a large commercial organisa- 
tion, with west-end offices and canteen 
facilities, require a secretary shorthand- 
typist, age approximately 24-25. Salary 
according to experience. Write giving 
full particulars to Public Relations 
Officer, 7 Stratford Place, London, W.1. 


A 
STUDIO 
TREASURE 


The man we are looking 


for is known as ‘* A good 

all-round man."" His com- 
mand of studio technique 
would enable him to 
handle a wide range of 
interesting work. 

Apply 

HAWKE STUDIOS LIMITED 


22 CHENIES STREET, W.C.! 
Telephone MUSeum 7441-118! 


EXPERIENCED MALE MODEL 
required for photographic advertising 
of gentleman's high class tailoring also 
able to wear hats well. Age 25/30, 
heaght 5 ft. 11 in., chest 58 in., average 
build. Retaining fee offered. Submit 
B/W photograph specimens size 10 in 
by 8 ak 


return 
Box 9555 "Ad Weekly 180 Fleet St BC4 


Head and Full Figure, enclose J 
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APPOINTMENTS VACANT 


| RETOUCHER 
I LETTERER 
1 LAYOUT MAN 


required. First class men 
only. Top wages paid. 
Phone, write or call. 
SELLARS ILLUSTRATING 
SERVICE 
22 Boswell Street, W.C.! 
HOL. 6498 


SENERAL ARTIST 
be fully experienced 
Phone Temple Bar 270 
12 and | o'clock Study 

, 65 Long Acre, W.C.: 


required Must 
day week 
al] between 
roductions 


ARTHUR S. DIXON 
LIMITED 
require 


'AN EXPERIENCED 


PRODUCTION 
MANAGER 


229 HIGH HOLBORN, W.C.! 
Telephone: HOLborn 724! 


YOUNG ADVERTISING man required 
by London mail order concern 
ledge of store advertising, print, 
the compiling of catalogues, 
essential, Good salary and position for 
capable applicant. Write, giving details 
of previous a? age to Box 
B50n0, A.K. Advg., 212a, Shaftesbury 
Avenue, W.C.2 
LARGE LIVERPOOL INDUSTRIAL 
concern requires assistant to artist 
Applicant should be experienced in 
showcard lettering and lay-out, packet 
design, construction of smal] display 
and silk screen process State 
. qualifications and salary desired 
Box 1.2004, Haddon’s, Salisbury 
Square, Fleet Street, London, E.C.4 
COMPS & READER wanted for 
large book and general printers in 
leasant part of Surrey, 2% miles from 
onden; also MACHINE MINDER 
and STEREOTYPER, lodgings for 
single men. Unwin Brothers L«d., 
oming 
WANTED assistant to 
Manager of old 


Advertusement 
established weekly 
newspaper Position offers excellent 
prospects and an opportunity for pro 
motion to head of department at a very 
early date Write ditor Manager, 
Macclesfield Courier Series, King 
Edward Street, Macclesfield 
ADVERTISEMENT REPRESENTA- 
TIVE Old established Company 
requires smart experienced man with 
clean record for Official Golf Club 
Handbooks Travelling expenses and 
Commission. Apply 
Box 0645 Ad. Weekly 180 Fleet St BC4 
ADVERTISEMENT MANAGER and 
Assistant Advertisement Manager re 
quired by well-known old-established 
group of companies publishing business 
ournals and reference 
30-40. Must have had seve 
sound space-selling experience 
rticulars, in strict confidence, t 
x Mie d. Weekly 150 Fleet St EC4 
WELL KNOWN |! Manufacturers 
with national t 
for sales execu 
positior 
right appli 
high standard 


t 
Box 0600 Ad. Weckly 150 Fleet St BC4 


| 


| 


CLASSIFIED ADVERTISEMENTS 


RETOUCHING 
ARTIST 
required for 
Commercial Art 
Studio 
Good salary paid to man 
of first class 
ability. 

Please telephone for 
appointment 
GRAPHIC ARTS LTD. 
6 Grays Inn Road 


(Chancery Lane), W.C.2 
HOLborn 4604 


require a (reneral Production Manager 
The Main requirements for this position 
are not academic statistical qualifica- 
tons, but experience in controlling staff 
and ability to handle the administrative 
detail concerned with the tsbulation 
and summarization of a large mass of 
figures of a repetitive nature. Experience 
desirable in handling market research 
tabulations, large wages departments, 
or sumilar operations Write giving 
details of education, age, and previous 
experience to 

Box 0555 Ad. Weekly 180 Fleet St EC4 


ATTWOOD STATISTICS LIMITED | 


RETOUCHER required, must be fully 
qualified in black and white and colour 

. Phone Holborn 6575 for 

to submit specimens 


GENERAL ARTIST 


There is a vacancy in the 
comfortable studio of a 
Fleet Street Agency for a 
competent, agency-trained 
all-round artist who wants 
to work in congenial sur- 
roundings as an important 
member of a busy team 
Write, giving full par- 
ticulars, to Studio Manager 


Box 963! 
Advertiser's Weekly, 160 Fleet S¢., 6.4 


APPOINTMENTS WANTED 


REPRESENTATIVE. 20 years’ experi- 
ence, own car, highest references, secks 
change. Salaried position only. Resi- 
dent Berkshire 
Box 06537 Ad. Weekly 150 Fleet St BC4 

SHORTHAND-TYPISTS Private Sec- 
retaries, Clerks, etc If you are in 
urgent need of staff, contact Embassy 
Bureau, Excel House, Whitcomb Street, 
W.C.2, Whitehall 5924. We specialise 
in efficient personnel 

ADVERTISEMENT REPRESENTA- 
TIVE, long and successful career 
National Morning and Evening News- 

Ts, secks position with publishers 
of National or Provincial Media 
Box 9687 Ad, Weekly 150 Fleet St BCA 


we'll be. 


is valuable. 


can remove that if... 
Age 


LETTER TO A 
SALESMAN 


Dear Sir—If you can sell—repeat se/l—we 
have a job that will interest you. 
minimum, it’s four figures. The more you 
can boost the commission part, the happier 


We like pleasant folk, but they don't have 
to be film stars in appearance. We want ex- 
perience of the Exhibition and Display fields 
and a background of advertising knowledge 


Somewhere in the Display world, in an ad- 
vertising department, an agency, or in the 
space-selling world, there's a man who isn't 
getting quite what he knows he could get if. 


We're about the Rolls Royce in our own 
line, so—if you like us and we like you—we 


isn't terribly 
know-how of selling is. 


Box 9599 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


At its 


important—but the 


Yours sincerely, 


ADVERTISER'S WEEKLY 
APPOINTMENTS WANTED 


ILLUSTRATIVE ARTIST 
Requires position with top-line firm 
Ten years all-round studio 
experience 
Box 9584 
Advertiser's Weekly, 180 Fleet Sc. £.C.4 


YOUNG TYPOGRAPHER. 
agency experience, secks chance to 
ery po im Book work of similar 

fould consider Publicity Department 
or Printers 
Bou 0586 Ad. Weekly 140 Pleet St BC4 

ARTIST, all round retouching, lettering, 
line, etc, seeks job, afternoons and 
evenings preferred 
Boa 0501 Ad. Weekly 180 Fleet St BCA 

YOUNG ADVERTISING MANAGER 
(24) with Agency and Publishing 
experience, secks position where « 
thorough knowledge of all aspects of 
Publicity and Design will well 


rewarded 
Box 0504 Ad. Weekly 180 Fleet St BC4 


5 years’ 


FREE LANCE SERVICES 


HIGHEST GRADE Figure re-touching 
colouring, Mechanical Subjects, 
Montage, General Studio Work. Really 
quick service Sally Slight 
Mansion House 0772 


DISPLAY DESIGNERS AND 
OTHERS. If its Display units in wood 
Of associate materials you are requiring 
We have capacity available for manufac- 
ture in multiple, also single displays and 
prototypes undertaken. All work is of 
first-class finish at competitive prices 

phone H ood - 
workers) Lad. 34 Hermitage Way, 
Stanmore, Middlesex. Harrow 6677. 


ACCOMMODATION 


| ACCOMMODATION 
} copywriter workin 
W.1 address, use o 


for artist and 
= pair Crood 
phone. Moderate 
| remt and work aranteed 
| _ Box #508 Ad. Weekly 150 Fleet St BC4 
| TWO ROOMS available in West End 
| Studio near Oxford Circus with use of 
} hone suitable for freelance artists 
Moderate terms. Ring Museum 6201 
or 0646 


SUITE OF SIX OFFICES 700 oq. ft 
fine situation Embankment, E.C.4, 
available immediately. {350 ps 

i. Weekly 140 Fleet St BCA 

| LARGE OFFICE. E.C.4, fine view Em- 

bankment, 265 ft 7 years’ lease 

from March, L115 pa 
Box 0655 Ad. Weekly 150 Fleet St BC4 
STUDIO ACCOMMODATION avail- 
able at premises of Advertising i 
igh 


Box vs 


sation, High Holborn, for one 
Powered Layout Man and one General 
Figure Artist. Moderate Rent. "Phone 
Museum 052 


PORT MAILING LISTS 


GUARANTEED MAILING LISTS 

all classifications. Canada, USA. Cen- 

tral and South America, Australia, and 

New Zealand. Ask for catalogue or 

special requirements. No obligations. 

R. Aynstey-Cooper, Post Office Box 134 
London, 5.W 9 


SILK SCREEN PRINTERS 


SILK SCREEN PRINTING 
SHOWCARDS 
ree any size) 
GLASS SIGNS 
also Handwritten Showcards and Signs 


GOODLAND 773 Fulham Ad. SW 
RENown 1563 


(Continued on page 443) 
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REGISTERED 
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D. a copy 
40/- a year 
Post free 
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Via the Mississippi 


Along the waterway where once the 
showboat brought entertainment to 
Mississippi townships modern news- 
print is now transported speedily and 
economically. It is a three thousand 
miles long story, beginning in the 
Canadian Province of Newfoundland 
and finishing at Nashville, Tennessee. 
It starts at Bowaters Corner Brook 
mills, where newsprint is loaded on 

to ships and transported up the 

St. Lawrence river, through the Great 
Lakes, to Chicago. Here the newsprint 
is discharged into great barge trains — 
one being 225 feet longer than 

the “Queen Mary”. From here to 


Nashville, Tennessee the barges 
follow the traditional river highway 

to the deep south. Down the Illinois, 
the Mississippi, the Ohio and the 
Cumberland rivers newsprint journeys 
in the wake of the long-gone showboat 
— along fifteen hundred miles of 
water that by-passes railroads and 
high freight charges. An important 
advantage of this overland waterway 
transport is the lessened 

risk of damage to the newsprint 

rolls — another instance of the 
customer service which has become 

so closely associated 


with the Bowater Organisation. 


Issued by 

THE BOWATER PAPER CORPORATION LIMITED 
London 

GREAT BRITAIN ANADA AUSTRALIA SOUTH AFRICA USA NORWAY SWEDEN 


_ STOP PRESS 


FRANK OWEN 
TO “EXPRESS”’ 


Frank Owen, former editor 
“Daily Mail,” has joined “Daily 
Express” as columnist, He 
joined “Express” in 1929, be- 
came chief leader writer, and 
in 1938 was appointed editor 
“Evenin Standard,” joining 
“Daily Mail” in 1946. 


G. T. Reynolds, marketing 
executive, Decor Advertising 
Lid., has gone to Canada to 
launch British goods in Cana- 
dian market. ill seek oppor- 
tunities in Canada, then find 
British manufacturers of suit- 
able goods. 


DEATH OF G. j. A. BROWN 


Death reported of George 
J. A. Brown, aged 67, editor, 
“Isle of Man Times,” managing 
director proprietary company, 
Brown & Sons Ltd 


| agents to W. B. Dick & Co, 


manufacturers of Ilo lubricat- 
ing oil. 


J. Batchan has joined Reid- 
Walker Advertising Lid. as 
copywriter, after being with 
London Press Exchange for ten 
years. Has been advertising 
manager, Vauxhall Motors. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, £.C.4 
June |, 1950. Printed in England by Staples Press Limited at their Great Titchfield Street 


(Phone : Chancery 6844.) 
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